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Astonished 

By Survey 

’ 
Samples 

Sir,—Y our leading story 
“What businessmen read” (March 
29) is not only ‘challenging’—it :s 
downright astonishing. Let me 
say at once that the fault is not 
in ADVERTISER'S WEEKLY, but, | 
should judge, in the British repre- 


sentatives of International Public 
Research Inc. 


What was the survey supposed 
to show: the business reading 
habits of the British business- 
man? Or the leisure-hour read- 
ing habits? 


The list of British periodicals 
and U.S. export journals sub- 
mitted to the 1,608 guinea-pigs 
is most odd, whichever way you 
look at it. How can one recon- 
cile (for example) American Ex- 
porter and Everybody's: or John 
Bull and World Mining? Or, if 
we stick strictly to British jour- 
nals, The Economist and Men 
Only? 

And whose was the selection? 
To revert to my second para- 
graph: if the Survey was sup- 
posed to show the business read- 
ing habits, then why select only 
The Economist and Scope for in- 
clusion in the list? Highly as | 
regard these journals, what about 
others in the business field: 
notable absentees including The 
Director, Business, Factory Man- 
ager, to name only three? 

If the Survey was supposed io 
throw light on the leisure-hour 
reading habits of the British 
businessman, there is a large 
number of publications whose 
publishers might well say “Why 
was my journal omitted from the 
list”? 

DUDLEY J. KINGSTALL. 
92 Portinscale Road, 
S.W.15. 


TO THE 


LETTERS 


EDITOR 


‘Curious Picture’ 


Sin,—The most startling aspect 
of the Time International Survey 
of businessmen’s reading reported 
in last week’s issue is not so much 
what the survey shows business- 
men to read, as what the organ- 
‘sers seem to think they read. 

The directors polled were pre- 
sented with a list of 25 journals, 
and no provision was made for 
adding to this number. It is dif- 
ficult to say whether the inclu- 
sions in or the omissions from 
the list were the more remark- 
able. 

The Economist is there, but 
not the Statist or the Investor's 
Chronicle. The Manager, The 
Director and the F.B.1. Review, 
the official organs of the British 
Institute of Management, the 
Institute of Directors, and the 
Federation of British Industries 
respectively, are ignored. So are 
such sound commercial conceras 
with substantial circulations as 
the Times Review of Industry, 
Mass Production, The Factory 
Manager and Business: The 
Journal of Management in Indus- 
try. Their places are taken by 
such journals as Jit Bits, John 
Bull and Everybody's. 

In the more specialised field, 
we have American Automobile 
but not the Motor or Autocar; 
Pharmacy International but not 
Manufacturing Chemist; World 
Mining but not the Mining World 

or Mining Journal. 

The picture of the reading of 
British businessmen that emerges 
from this survey is naturally a 
curious one. One can only sug- 
gest that the task of assessing 
what British businessmen really 
read still remains to done. 

PHILIP F. DYER, 
Editor, Business. 


In Memory Of 
‘The Widow’ 


Sir,—In the leader column of 
the News Chronicle (March 29) 
appeared an editorial headed 
‘Persuasion’ which has great 
significance for the outdoor ad- 
vertising industry, for surely it 
must be the first occasion on 


which a leading London news- 
paper has made appreciative 
public acknowledgment of the 
power and importance of the 
poster, and its value as a major 
medium of advertising. 

But the assertion in the article 
to the effect that propaganda by 
poster is at present out of favour 
with the road safety authorities 
as a result of public antipathy to 
the ‘Black Widow’ poster must be 
seriously questioned. 

It is difficult to recall any 
poster that was more generally 
noticed and discussed—and it is 
referred to in the editorial as 
‘the famous Black Widow of the 
hoardings’, which fact demon- 
strates conclusively that the poster 
did its work of attracting public 
attention to and awareness of the 
tragedy of the roads. 

It may well be that the most 
effective way of keeping the sub- 
ject of road safety before the 
public is by administering a sharp 
shock to the public conscience by 
using startling and even contro- 
versial posters. 

In fact, what other medium 
could convey an appeal of the 
necessary force to so many mil- 
lions, a large proportion of 
whom will not, seemingly trouble 
to heed the written word, how- 
ever eloquently expressed? 

LEOPOLD, 
President, London Poster 
Advertising Asscn. Ltd. 


A Fig For Facts! 


Sin,—The poster people will 
hardly quarrel with Mr. Havers’ 
contention that a poster will 
cause more “consternation” than 
a 4 in. d.c. newspaper ad. It 
will probably cost the advertiser 
a let less too. 

But they vill be intrigued to 
learn that a “salacious ad.” is not 
indecent when it is in 4 in. d.c. 
proportions, and only so when it 
is enlarged to poster size and 
coloured. 

All too frequently the Press 
leave out the fig leaf while the 
poster people put it in—but still 
get all the kicks. 

J. M. BEABLE, 
Managing Director, 
A. A, Sites Ltd. 
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COMPETITIVE PRICES 
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_. Practical Value 
om ° 

Of Education 

Sik.—The “Six Point Plan for 
Education” put forward in your 
issue of March 29 is excellent. 
AS one of the many hard pressed 
adverusing Managers who virtu- 
ally ‘give many nours of leisure 
to teaching at evening classes 1 
endorse every word. 

Much valuable ume is wasted 
by students in an effort to learn 
enough to provide answers to an 
examinauon paper which is 
seldom set by the tutor, A 
study of these papers over the 
last ten years or so will reveal 
that they require the examinee 
to have very little knowledge 
which would be of practical 
value in his work. Thus, even: 
ing class students fall into the 
common class with those who, 
by reason of their geographical 
Situation Or impecuniosity, are 
forced to study by correspon- 
dence, and in the end have to 
rely upon that hard taskmaster 
‘experience’ to gain any worth- 
while knowledge of their vast 
subject. 

After over 20 hard years of 
advertising 1 have never found 
that any qualifications awarded 
under the present system gave 
a guarantee that the holder was 
any more able or knowledgable 
than the man with a “lifetime of 

experience.” 

I hope we shall never see the 
“closed shop” or the day when 
“specialisation” has made the 
advertising agency the be all and 
end all of advertising. 

Therefore, if the A.A. and 
I.1.P.A. ever consider the excellent 
suggestions of your anonymous 

author, I hope they will listen with 
favour to the claims to influence 
advertising which must be put 
forward by ILS.M.A., LA.M.A. 
and B.D.M.A.A 
A. CAMPBELL GIFFORD. 
16 King George VI Avenue, 
East Tilbury. 
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Giving the 


Masses 


what 


Mays typifies the JOHN BULL manner. He’s a top-line artist 
with high human appeal and he gets the best photogravure 
reproduction in the country for his work. Another fine 
combination with which JOHN BULL sets new high standards 
in weekly journalism. Wateh JOHN BULL. 


JOHN BULI 
Fe | 4 


MEMBER A.B.C. 


A GIANT BY ANY STANDARD 


Weekly net sale over 1,100,000 


PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W.C.2 ALL-ROUND VALUE AND A SQUARE GUARANTEE FOR A STRAIGHT LINE = 
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brightest, most readable weekly of its kind. Note present 
sparkling series on fashion, beauty, domestic 

problems, travel, entertainment . . . Bear in mind reader 

confidence, as reflected in its correspondence. a 

WOMAN’S ILLUSTRATED —a wide-awake weekly with 

a vigorous response to advertising. Sales more than 

half-a-million, and a readership far in excess of that figure. 


PHOTOGRAVURE — 4id. WEEKLY — PAGE RATE £250 


an A.P pustication 


A. W. BURNETT, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LIMITED, THE FLEETWAY HOUSE, FARRINGDON STREET, LONDON, E.C.4 
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Exhibition Of World Advertising Technique 


—Conferenece Plans 


DISPLAYS WILL SHOW PUBLIC SERVICE 
AND COMMERCIAL CAMPAIGNS 


An international advertising exhibition—‘International Ad- 
vertising Technique To-day”—to which British agencies and 
overseas national organisations are invited to contribute—is 
now being organised by the exhibition sub-committee of the 


International Advertising Con- 
ference. It will be held in 
Central Hall, Westminster. 


The exhibition will be divided 
into two parts: examples of new 
advertising techniques and out- 
standingly successful campaigns 
in commercial advertising; and 
of Government or “public ser- 
vice” adver- 
tising in or 
closely allied 
to health gf 
and hygiene, 
road safety, 
factory safe- 
ty, national 
savings, and 
recruitment 
(armed 
forces, nurs- 
ing and 
industry). 

The ex- 
hibits will 
comprise ad- 
vertisements 
in publications (Press, periodicals 
and magazines) and posters. 
Examples of advertising matter 
under the following headings will 
also be considered: display, direct 
mail, and _ printed literature 
(catalogues and booklets). 

Incorporated and registered 
practitioners in advertising in 
Great Britain are invited to 
submit, in all, 15 examples 
demonstrating new techniques, 
where possible in any of the 
media listed above, whether 
national campaigns (>ublications, 
posters) or single pieces (display, 
direct mail. printed literature) ia 
commercial advertising only. 

he Central Office of Informa- 
tion are providing for select'on 
examples of Government and 
“public service” advertising. 

Closing date for home exhibi- 
tors is May 1. Among the rules 


Harry Jones 


is one that Press advertisements 
must be in form of art pulls. 

Posters must not exceed 60 in. 
x 40 in. or the equivalent. 
Examples of larger posters must 
be shown as photographs reduced 
to 60 in, x 40 in. or less. 

Credits, showing the names of 
advertiser and advertising agent, 
must be attached to each exhibit 
separately. 

Address for exhibits is: Inter- 
national Advertising Conference, 
c/o Borough Billposting Com- 
pany Ltd., 69/84 Margery Street, 
London, WC.1. 

National organisations in 28 
countries have so far been 
invited to contribute exhibits. 
Closing date for overseas exhibits 
is May 31. 

Mr. Harry Jones, president, 
Advertising Creative Circle of 
Great Britain, is chairman of the 
exhibition sub-committee, which 
now includes Messrs. Ashley 
Havinden, C. Tapping, Lionel! 
Allsten, Clifford Martin, S. F. 
Irwin and F. W. Ransome Smith 
who has been appointed the exhi- 
bition’s designer. 


SWIM WEAR 


Now out of her red-strived tent 
is the new Festival “Slix” gi 
pictured above. Drawn 
Ostrick for F. John Roe Ltd., 
advertising agents for “Slix.” 


Midnight Matinee 


The Newspaper Proprietors’ 
Association are inviting all dele- 
gates at the International Adver- 
tising Conference to a midnight 
matinée at Drury Lane Theatre 
on Monday, July 9. 

The matinée, at which the 
highest talents of the British 
stage will be represented, will 
follow the Government reception. 


NEW JUMP 
IN PAPER 
PRICES 


Paper price increases an- 
nounced this week by the paper 
and board industry include: 

Esparto printings and writings 
are up by £30 per ton to £150 
per ton. 

Wood free printings, machine 
finished and super calendered by 
£28 to £134 per ton. 

Wood free cartridge by £35 per 
ton to £148 per ton. 

Imitation art by £28 to £136 Ss. 
per ton. 

These prices are for 
of 10 tons and over. 
creases are: 

M.G. poster by 
£153 17s. 6d. per ton. 

M.G. envelope paper by £28 
to £112 per ton for standard 
quality. 

Pure kraft M.G. and unglazed 
by £34 10s. to £137 and 
£135 2s. 6d. per ton respectively. 

Kraft imitation M.G. and un- 
glazed by £25 to £102 2s. 6d. and 
£100 5s. per ton respectively. 


Wardell Buys 
Canadian Paper 


Brigadier Michael Wardell] has 
bought the Gleaner, the only 
evening paper published in 
Fredericton, capital city of New 
Brunswick, Canada. 
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ADVERTISER'S WEEKLY 


‘“ Advertiser’s Weekly” Developments 


WILL COVER 
THE CONFERENCE 


This year’s International Advertising Conference (July 7- 


13) promises to be the biggest in the history of organised 


advertising in Britain. 


Its proceedings will be studied with 


intense interest not merely by delegates but by advertising 


men and women everywhere. 


Big news demands full coverage. As the Organ of British 
Advertising, “Advertiser's Weekly” is now completing its plans 
to cover the Conference in a big way. 

Delegates will be provided with a permanent record of a 
memorable experience. The many thousands, here and over- 
seas, who cannot attend will be given a picture that will make 


the Conference almost as real 
to them as if they had been 
present in person. 

The Conference’ will be 
covered in six specially enlarged 
issues, two of them extra to nor- 
mal publication dates. All will 
be profusely illustrated, and will 
contain not only full reports of 
the addresses, discussions and 
social functions, but also a wealth 
of background about the speakers 
and delegates themselves. Edi- 
torial and photographic staff will 
be reinforced for this occasion 
No trouble, expense or skill will 
be spared to make the picture 
vivid and complete. 

On June 7, will be published 
the Prospect and Programme 
Number. This will contain the 
Conference programme and 
agenda, an assessment of Con- 
ference prospects and valuable 
background) and_ explanatory 
material to acquaint readers with 
the full scope and opportunities 
of the Conference. 

This will be followed, on July 
5. by a Delegates’ Welcome 
Number. which will not only 
carry messages of welcome from 
leading figures in British adver- 
tising, but will contain a mass of 
information designed to help 
overseas delegates to make the 
most of their visit to this country. 
In particular. it will include last 
minute additions and changes in 
the Conference programme. 

As a Supplement to this issue. 
there will be a Portfolio of British 
Creative Advertising, in which 
agencies will display examonles of 
their most notable and effective 
work. 

These two issues together 
will provide readers with a com- 
plete and authoritative guide to 
the Conference. 

The Conference itself will be 
fully reported in the three issues 
appearing on Tuesday, July 10, 
Friday, July 13 and Tuesday, 
July 17. Special arrangements 
are now being made to ensure 
that news and reports will be 
included up to a very late hour 
on the day preceding publication 
date, These issues will thus be 


almost of a daily paper news- 
interest and topicality. By pub- 
lishing three issues within seven 
days. the WEEKLY will once again 
provide the service to Advertis- 
ing that a _ very = significant 
occasion deserves. 

Finally, there will be a sum- 
ming up in the issue of Thursday, 
July 19, together with comments 
and opinions from the leading 
participants and delegates, as wel] 
as those who unavoidably or for 
special reasons were unable to 
attend This number will con- 
stitute a complete Conference re- 
view. 


Advertiser’s Weekly— 
Single Copy Price 1s. 


As we announced in our 
columns two weeks ago, the price 
of ADVERTISER'S WEEKLY, begin- 
ning with this issue, is now Is 
per copy, annual subscription 
52s. 6d., post free (overseas 55s.) 

The price of the WEEKLY to jis 
readers has not changed for al- 
most five years. During last 
year alone the price of the paper 
on which the Journal is printed 
has risen by more than 50 per 
cent. We believe that our readers 
know well enough for themselves 
of the similar increases that have 
affected, without exception, every 
other material and service that 
goes into the production of a 
weekly journal. We _ therefore 
feel sure that our readers will 
accept with understanding the 
necessity for asking them to bear 
a part of this increase in costs. 


Weekly Newspaper: Practical 
Methods Journal 


Regular editorial features wil! 
continue to provide our readers 
with the stimulating yet well- 
balanced and intelligent reading 
that they should rightly expect 
from the Journal of British Ad- 
vertising. We shall continue. 
with all the resourcefulness and 
ability at our command, to fill 
our role of weekly newspaper 


Preview of the Bond Street Pageant, to be performed in London in 
May, with Geoffrey G. Young, producer and director of publicity, 
giving a few hints to Nelson (Sidney Quick), model Christine Cleary, 


and the Duchess of Devonshire 


(Beatrice Lester, manageress of 


Dorothy Wilding, the photographers). Photo by Kent News Pictures. 


and practical, methods 
journal. 

News correspondents in every 
provincial centre, our own con- 
tacts in clubs and associations. 
the Houses of Parliament and 
Whitehall and in Local Govern- 
ment keep our readers fully in- 
formed of all important news. 
New developments in advertising 
and marketing theory, practice 
and technique are provided by 
the men and women who are re- 
sponsible for them or who are 
actually using them in industry. 
in advertising agencies, speciali- 
sed consulting services such as 
market research, public relations. 
etc.. and in businesses of every 
kind throughout the country. 
Prominent advertising and mar- 
keting executives also watch and 
interpret trends for us in Empire. 
European and other overseas 
markets. 


expert 


The Only Journal Devoted 
Exclusively To Advertising 


In the last six months’ audit 
period. ending December 31, 
1950, ADVERTISERS WEEKLY 


ABC net sales figure was more 
than any other weekly or month- 
ly journal published in or near 


its field. During the 38 years of 
the WEEKLy's history we have 
always avoided extravagant 
claims. We feel that the fact of 


this circulation record should be 
noted on the threshold of the 
International Advertising Confer- 
ence for the light that it throws 
upon the post-war development 
of British Advertising. 

The “Weekly” has grown up 
with British Advertising—it has 
always striven to make its con- 
tribution in the growing-up pro- 
cess. We believe that our circu- 
lation today is indeed the reflec- 
tion of the worthwhile service 
that “Advertiser's Weekly” per- 
forms—but it is also, in a far 
more important sense, the reflec- 
tion of the impressive and bene- 
ficial progress that British Adver- 
tising has successfully accom- 
plished over the years. 


Delegates 
To Worship 
Together 


Dr. C. M. Chavasse, Bishop of 
Rochester, is to take the Inter- 
national Advertising Conference 
special Church service at Church 
House, Westminster, on Sunday, 
July 8, at 11.30 a.m. 

The Bishop is chairman of the 
Central Co-ordinating Council 
for Evangelism and was chairman 
of the Commission on Evangelism 


which produced a report 
“Towards the Conversion of 
England,” published in. 1945, 


with sales of over 100,000 copies. 
+ * * 

Among Conference delegates 
who have now registered are: 

Paul O. Althaus, president of 
the International Union of Ad- 
vertising, internationa] relations 
delegate of the Schweizer 
Reklame Verband and owner of 
the 25-year-old advertising agency 
bearing his name in Zurich. 

Alfred D. Matta, head of the 
Alfred D. Matta Advertising 
Service of Cairo. who has been 
in business over 20 years. 

Karl Vowinckel, owner of the 
Jak. Vowinckel Advertising 
Agency of Wuppertal-Elberfeld 
(est. 1895). member of the 
Arbeitsgemeinschaft Deutscher 
Werbungsmittler of Frankfurt- 
am-Main. 

Jean Welle, of Pourquoi Pas? 
a weekly review founded in 
Brussels in 1910 with a special 
Belgian Congo edition. 

* 


The Association of Specialised 
Film Producers has accepted an 
invitation to give three showings 
of advertising films on Monday. 
July 9, Tuesday. July 10. and 
Thursday, July 12. at the British 
Council’s Cinema, 5-6.30 p.m., 
with refreshments provided by 
the Association. The Associa- 
tion also hold a_ specialised 
session during the Conference. 
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ADVERTISER'S WEEKLY 


Transport Ministry Drop Road Safety Ads. 


ECONOMY EXPECTED TO SAVE £80,000: 
FILMS, LOCAL SUPPORT TO CONTINUE 


The Ministry of Transport’s national road safety advertising 
—in newspapers, periodicals and on posters—will be practically 
eliminated during the new financial year which started on 
April 1. The Ministry will, however, continue to make a few 


Ads. Across 
The Sea 


“Advertising as a bridge across 
frontiers” is the motto for the 
second post-war advertising con- 
gress in Germany to be held in 
Hamburg from May 16-19. 

Leading advertising and busi- 
ness men from the U.S., Britain, 
Sweden, France, Switzerland and 
Germany have been invited io 
speak about typical methods of 
business and advertising in their 
own countries. 

A large exhibition will repre- 
sent aspects of the work done by 
all circles connected with adver- 
tising. 


More Light Needed 
—On Electricity 


“Electricity does good by 
stealth. The industry’s public 
relations leaves much to be 
desired in putting this fact over,” 
said Mr. E. C. Banks, commercial 
manager, English Electric Co., 
who was chief guest at the 
luncheon of the London Associa- 
tion of British Empire News- 
papers Overseas held at the Con- 
naught Rooms last week. 


1.S.M.A. Tees-side 


Group Conference 


“The LS.M.A. formula” will 
be the theme of the Tees-side 
group of the Incorporated Sales 
Managers’ Association one-day 
conference at the Zetland Hotel, 
Saltburn, on Saturday, April 14. 
It is intended to cover all aspects 
of sales management, both at 
home and overseas, and speakers 
of international repute will parti- 
cipate. 


Electric Newspaper 


An electric newspaper has been 
installed in the heart of Blackpool 
with space for 20 advertisers. 

Until October, the end of 
illuminations in Blackpool, each 
advertisement will be shown 50 
times a day for six days a week, 
interspersed with the latest 
national and local news, and an- 
nouncements of local entertain- 
ments and sports. During winter 
months each advertisement will 
be shown 25 times a day. 


No further action will be taken 
by Glasgow Corporation on a 
request by religous bodies that 
betting advertisements on the 
municipal transport vehicles 
should be prohibited. 


films and to support—through 
the Royal Society for the Pre- 
vention of Accidents—the cam- 
paigns of the local road safety 
committees, of which there 
are more than a thousand. 

By this economy move the 
Ministry expect to save £80,000, 
a spokesman told ADVERTISER'S 
WEEKLY. He recalled that the 
report of the Select Committee 
of Estimates last year urged 
that: 

“A social survey should be 
undertaken immediately to find 
out how far road users have been 
affected by road safety publicity. 
If the results of the survey show 
that there has been little or no 
effect, further money should not 
be spent on publicity, but the 
Ministry of Transport should con- 
centrate their activity on adminis- 
trative action, whilst the Ministry 
of Education should continue 
their efforts to ensure that all 
children are trained in road 
safety measures.” 

It was, he suggested, reasonable 
to assume that the Ministry's 
campaigns had had effect, because 
accident figures were below those 
of pre-war although there are a 
million more vehicles on the 
road. 

That a poster campaign against 
the drunken motorist would make 
no substantial difference to the 
number of accidents on British 
roads, has been the reaction cf 
official organisations to a London 
police surgeon's call for posters 
on the Continental model “on 
every hoarding in the British 
Isles.” 

The surgeon, Dr. J. Arthur 
Gorsky, who is a deputy coroner 
and a member of the Council of 
the British Medical Association, 
suggested, among others, a poster 
used in Denmark, showing a can 
of petrol, a can of alcohol—and 
a death's head with the caption: 
“Dangerous Cocktail.” 

Decreases in reduced C.o.L. 
estimates include: Press advertis- 
ing £239,350, poster advertising 
£79,500. films £183,660 and lec- 
tures £30,000. These are gross 
totals which do not allow for 
apropriations in aid which, shown 
in bulk, reduce the gross total, 
decrease from £787,410 to 
£652,100. 

There will be a considerable 
curtailment of the activities of 
the C.O.1. in producing docu- 
mentary and other Government- 
inspired films. 

The reduced programme will 
provide for the production of up 
to 90 reels or approximately 60 
films in the year comnared with 
150 reels or about 100 films in 
1950-51 


Folders and booklets produced by George Cuming Ltd. were shown 
at the British Direct Mail Advertising Association luncheon. 


ODD SP@T 


Wiggins, Teape & Co., Ltd., 
paper makers, have revived 
their pre-war custom of send- 
ing boxes of primroses from 
their Devon Valley Mill as a 


Accompanying card, in 
dialect, reads: “Though us be 
mighty short of most things 
we can still vind a vew prim- 
| for ‘ee this Vestival 

ur.” 


Cotswold And Wye 
Are Special Area 


A region including broadly the 
Cotswold and Wye Valley 
districts, with the exception of a 
few parts of townships in the 
Cotswolds. has been approved as 
a special area. 

This decision gives effect to 
proposals which were put forward 
at a public inquiry held in 
Gloucester on January 16 and 
which were the outcome of an 
agreement. 


Value Of The 
Store Audit 


The value of the store audit 
technique of market research was 
emphasised by Mr. James 
Staniland, of the Nielsen Food 
and Drug Index, in a talk to the 
British Wirect Mail Advertising 
Association last week. 

“In our opinion,” he said, “it 
gets down to the real issue which 
is that the goods are not sold until 
they go from the retailer into the 
hands of the consumer.” 

Market research would show 
where direct advertising mailings 
wouid pay. With a proposed new 
product it was important to find 
out what the market was like 
before putting money into plant 
and advertising. 

In response to a question, Mr. 
Staniland defined “ethical pro- 
prietaries” as products the adver- 
tising promotion of which was 
restricted to the medical profes- 
sion and retail pharmacists. 

A display of direct mail litera- 
ture was provided at the luncheon 
by Geo. Cuming Ltd. 


Suiting The Type To The Paper 


How to ais print, paper— 
and printers—provoked illuminat- 
ing comments at the Institute of 
Public Relations (Local Govern- 
ment Group) week-end school on 
“Civic Print.” 

Here are views of some of the 
speakers: 

Noel Carrington, publisher and 
former printer: 

“I like to see local publicity 
printed locally. That may not 
aiways be possible, because the 
local printer may be so destitute 
of printing founts, good paper or 
craftsmanship that he cannot turn 
out a job which will be a credit 
to the town. But if you can 
persuade a local printer to take 
an intelligent interest in the job, 
and work to your standard, then 
you are doing your locality a 
service.” 

Horace R, Martin, paper con- 
sultant, Spicers Ltd., on the use 
of type on various papers: 


Baskerville, suitable for book 
papers, but in the United States 
it is used artistically on art paper, 
and on antique woves. Bodoni, 
for smooth and super calendered 
papers, but not necessarily art 
papers. Emerson, for -gravure 
and offset. Goudy Modern, for 
coated papers; imprint gives a 
very good legibility on most 
papers. Perpetua, for book wove 
printings. Plantin 110, for art 
papers. Plantin Light, when 
“leaded,” good for book composi- 
tion and non-coated papers, and 
is said to be advantageous for 
offset and gravure. 

Henry D. Davy, managing 
director, Doig Bros. & Co., Ltd.: 

Every efficient piece of hn 3 
should fit the purpose for which 
it was intended. It should con- 
vey its message easily so that the 
reader's eye is carried from point 
to roint with no confusing. back- 
tracking, fatiguing errors or other 
disasters common to bad design. 
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IRISH TEACHERS 
WANT STIFFER 
CENSORSHIP 


A demand for an amendment 
of the Irish Censorship of -Pub- 
lications Act to check the impor- 
tation of periodicals into Ireland 
was made at the annual congress 
of the Irish National Teachers’ 
Organisation—the association of 
elementary school teachers—in 
Galway last week. 

A resolution was passed draw- 
ing attention to the “unsuitable 
periodicals and motion films 
which are sapping the moral 
health of the school-going popu- 
lation.” 


Back To Blitzed H.Q. 

The advertisement department 
of -Lutterworth Periodicals Ltd., 
publishers of Boy's Own Paper, 
Heiress and Playways, returned 
to 4 Bouverie Street, E.C.4 this 
week. 

The Bouverie Street premises 
were blitzed in 1941. 


FRANCE 
SUPPLEMENT 


To the Editor: 

Sir,—As an advertising man 
who has spent years in France 
and knows conditions there 
intimately, I would congratu- 
late you on this really brilliant 
feature. 

Concise, practical and fully 
up to date, this supplement 
offers really valuable informa- 
tion to interested in 
advertising British products in 
France. In particular, I found 
the contributions of Messrs. 
P. Baratte, H. Henault, J. G. 
Hirsch and P. G. Bastide of 
foremost interest. 

Let us have more of these 
supplements by all means. 
Well done! 

L. G. BELLACK, 
13 Nylands Avenue, 
Kew. 


Survey Of What Businessmen Read 


Draws Critical Comment 


Great interest—some of in 
of an averse and critical 
character—has been aroused 
in advertising and publi-hiog 
circles by the survey of busi- 
nessmen’s reading habits, 
i exclusively in our 
last issue. 

Some of the critics air their 
views in our correspondence 
columns. The survey was freely 
commented on, however, during 
the week. Criticism was on these 
lines: ; 

(1) The list of periodicals and 
export journals circulated to busi- 
nessmen, is considered inadequate 
since there are notable exceptions 
of journals well known in the 
business field. 

(2) A sample of 308 business- 
men out of a possible total of 
300,000 directors and top fligat 
executives is considered too small 
on which to base an adequate 
test. Te figure of 300,000 names 
is computed on the very con- 
servative estimate that while there 
are approximately 27,000 busi- 
nesses in this country which each 
employ a substantial staff, the 
number of large businesses, ti 
advert sing agents and account- 
ants are included and semi- 
professional businesses, such as 
real estate and surveying, would 
provably be nearer 60,000. 

‘Leading Questions’ 

(3) The fact that recipients 
were given a list which the critics 
consider was limited and incom- 
plete, put those who answered it 
in the invidious position of being 
confronted with a set of “leading 
questions.” The field of reply, 
some of the critics say, appears 
to have been “directed in 
advance.” 

Dr. Mark Abrams, managing 
director, Research Services Ltd.. 


which orgagisation conducted the 
survey in ~ United Kingdom 
and in Eire, told ADVERTISER'S 
WEEKLY that selection of the 
sample list was not in their 
hands, but was supplied to them. 

He added “We should have 
been happier with a _ larger 
response than 308, but the 
general results conform roughly 
to what one knows from other 
surveys. Although this sampie 
was on the-smail side, this does 
not appear to have caused any 
appreciable error when the 
results are studied with compar- 
able surveys. 

“It is common practice now 
with current readership surveys 
to provide a list of journals. 
Experiments have proved that 1! 
is the safest course to give some- 
thing to check against. If subjects 
are given unlimited scope the 
replies can be very misleading.” 


‘A Fair Test’ 

Mr. A. E. Roraback of the ad- 
vertisement department of Time- 
Life International said: “The 
survey was to ascertain how 
Time (Atlantic edition) compared 
with other export journals and 
publications of wide general 
appeal. Inclusion of specialised 
publications could not be con- 
tinued indefinitely. Mention of 
magazines of popular appeal 
with which subjects were familiar, 
was more likely to encourage 
replies than had the questionnaire 
been confined entirely to export 
journals.” 

Mr. Roraback thought the 
sample of 308 was perfectly fair 
and said that many students of 
research would be familiar with 
various tests proving the validity 
of mail questionnaires within 
certain income groups. Although 
only a relatively small number 
were selected within a particular 
business group, this selection 
constituted a fair test. 
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Tributes To Alec Spence After 
34 Years In Advertising 


L. to r. Arthur Phillips, Alec G. Spence and Major G. Harrison. 


“LUNCHEON FOR | 
GEORGE CHURCH 


Some forty Fleet Street 
friends, every one of whom had 
known him for at least 20 years 
and most of them for much 
longer, entertained Mr. George 
F. Church, director of D. J. 
Keymer & Co. Ltd., to Juncheon 
at the Connaught Rooms on 
Monday to mark his retirement 
after 49 years with the firm. 

Many warm tributes were 
paid to Mr. Church by speakers 
who included the chairman, 
H. H. Bennett (London adver- 
tisement manager, The Hindu 
and Sport and Pastime) and 
W. T. Day (industrial consul- 
tant), Mr. Church's oldest asso- 
ciate among those present. 

Acknowledging the gift of an 
inscribed portable radio set, Mr. 
Church spoke of the interdepen- 
dence of all engaged in “this 
game,” whether agent, block- 
maker, artist, or newspaper re- 
presentative. It was the first 
twenty years of this century, he 
claimed, that planted the seeds 
of advertising progress in rela- 
tion to selling. 


A large gathering of celebrities 

attended the Savoy Hotel on Mon- 

day for the presentation to Reg 

Harris, world professional cycling 

sprint champion, of the “Sporting 

Record” “Sportsman of the year 
trophy.” 


At an informal luncheon on 
Friday at the Howard Hotel, 
London, two presentations were 
made to Mr. Alec G. Spence on 
his retirement from the chairman- 
ship of Technical and General 
Advertising Agency Ltd. 

Major G. Harrison, chairman 
of London Press Exchange, with 
which Technical and General is 
associated, handed him = an 
engraved silver salver from his 
fellow directors, and Mr. Arthur 
Phillips (advertisement director, 
Daily Herald, etc.) gave him, on 
behalf of seven of his friends 
representing the Press, a cigar 
humidor. 

Mr. Spence has been connected 
with Technical and General and 
its original associate, H. Muller 
& Co., for 54 years. He will 
remain a member of the Board, 
but is succeeded as chairman by 


Mr. E. Ingham, a managing 
director of London Press 
Exchange. 


Major Harrison, who presided, 
paid tribute to the success and 
distinction with which Mr. Spence 
had led his agency for so many 
years, and to the prominent part 
he had played in raising the 
status of professional conduct in 
the advertising business. 

Among the guests was the 
Mayor of Southend (Cr. H. W. 
Cox), who spoke in giowing terms 
of Mr. Spence’s public service ia 
the County Borough, where he 
is a member of the Council and 
prominently associated with 
charitable organisations. 

Mr. Spence said he was con- 
vinced that there was plenty of 
room in the agency field for an 
agency prepared to tackle the 
technical side and provide the 
specialised service the client 
requires. This was especially so 
to-day, when technical advertising 
was more advanced and skilled in 
its appeal than ever before. 

Other speakers included E. 
Ingham, J. L. Verrinder, of 
Punch, and Mrs. Spence. Other 
old friends of Mr. Spence pre- 
sent included Stuart Mander 
(George Newnes Ltd.), A. W. 
Burnett (Amalgamated Press). 
Sidne Henschel (Financial 
Times), J. A. Dixon (Engineering) 
_ J. S. Hunter (Tothill Press 
_td.). 


— [Lene Roa _ 
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Woolton Puts Press 


VALUE, PRICE, PRESTIGE ARE FACTORS 
REQUIRED FOR RAPID RESULTS 


Regent Advertising Club has launched a group membership 
scheme. An all-in fee of £25 will enable agencies, newspapers, 
and other organisations to join the Club, conferring full 
membership of the Club on as many members of their staffs as 


they choose. Details of this 
scheme by Mr. George Wor- 
ledge, chairman, and a testi- 
mony from Lord Woolton to 
the quick returns to be obtained 
from newspaper advertisi 
were among the highlights of 
the Club’s enjoyable annual 
dinner-dance at the Holborn 
Restaurant last Friday. 
Presiding over a large atten- 
dance of members and distin- 


guished guests was the Hon. 
Lionel Berry, the Club’s pre- 
sident. The Club he asserted, 


was fulfilling a great function in 
teaching the young people what 
advertising really means. There 
was real art in advertising, and 
it was right that those who 
wished to learn should start from 
the bottom. 

Mr. Berry quoted an American 
agent as saying that, at the start 
of a big campaign, he would 
wish to know that the product 
was sound; that it was one which 
the public would want to buy; 
that the price was reasonable; 
and—with special reference .o 
packaging—that it would be pre- 
sented in a way that would 
appeal. 


Campaigns 

Lord Woolton, who was te- 
plying for the guests, claimed for 
newspaper advertising that jt was 
the most effective form of ad- 
vertising and produced the 
quickest results. 


“You get results from news- 
paper advertising within a very 
few days, but only,” he warned, 

“if your goods are honest, if the 
price is right, and if the people 
believe in you.’ 


Distinguishing sharply be- 
tween advertising and _ propa- 
ganda—“for which people don’t 
pay large sums of money to 
newspaper proprietors, but which 
can result from a_ whispering 
campaign™ -Lord Woolton said: 
“If you who are engaged in ad- 
vertising will use the capacities 
and instruments that you possess 
to decry subversive propaganda. 
you will be rendering a service 
to your profession and to your 
country.” 

Sir Patrick Hannon, a vice- 
president. acclaimed the friend- 
ship-making qualities of the 
Regent Club. The Club made 
for that feeling of responsibility 
which, with decency and self-re- 
spect, characterised publicity in 
this country. 

“In these days of newsprint 


shortage there is no advertising 
man who does not realise that it 
is much easier to get a duodenal 


than an 8 in. double,” was Mr. 
Worledge’s opening gambit. 
Education, he said, was the 


Club’s main mission in life. This 
year the Club had been very busy 
indeed. It had aligned its edu- 
cational courses to run parallel 
with those of the Advertising 
Association and the Institute of 
Incorporated Practitioners in Ad- 
vertising. The Club provided the 
best educational course in the 
country, he claimed. The library, 
already the finest in Europe, was 
growing apace and was very 
much used. 

Organisers were Brian L. Baker 
(hon. secretary), Mrs. Farnsworth 
(secretary), and Miss Olive Wil- 
son (chairman, social com- 
mittee). 


cor < 


Club News 


Manchester 


Most Told In 
Shortest Time 


A method of telling the greatest 
number of people something in 
the shortest possible time, was 
how Mr. John Newton, managing 
director, John Newton (Publicity) 
Ltd., defined advertising in a talk 
to the Manchester Publicity 
Association junior section. 

He laid particular stress on the 


planning and strategy depart- 
ments in agencies. 
Bradford 
Publicity Fights 
Crime 


Addressing members of the 
Bradford and District Publicity 
Association on “The Police and 
Publicity,” Chief-Insp. J. L. 
Thomas described how publicity 
helped in the detection of 
criminals. 
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Ads. First F or Speed 


yg per Robson Is 
New Chairman 


At the annual meeting of the 
Publicity Club of Newcastle the 
following officers were elected: 
President, Hon. Denis G. Berry; 
vice-presidents, The Lord Mayor, 
Sir Angus Watson, Mr. John 
Newcomb; chairman, Mr. Lorne 
C. Robson; vice-chairman, Mr. 
P. Beall; treasurer, Mr. E. R. 
Fearnsides; secretary, Miss Edith 
E, Gott. 

Council members, newly elected 
to fill four vacancies, were 
Messrs. J. T. Border, F. Buck, A. 
Cormie, G. de L. Watteau. 

Mr. John Newcomb spoke io 
members about the exhibition 
“Festival Focus on Advertising,” 
which the Newcastle Club wil 
stage during the week June 4-9 
He was satisfied that this was the 
best effort that any club had 
attempted. A_ publicity club 
should not be content to be a 
club only, but should take the 
lead in the city or town in which 
it existed. A club which achieved 
this was doing a great service to 
advertising. 


Top table reading |. to r. Sir Frank Newnes, Lady Helen Berry, Lord Woolton, Hon. Lionel Berry, Sir 
Patrick Hannon, Lady Newnes, George Worledge, Mrs. J. B. Nicholas, J. B. Nicholas, Mrs. G. Worledge, 


Drummond Armstrong. 


Just a few of the distinguished guests at the annual dinner of the Regent 


Advertising Club at the Holborn Restaurant. 


Leicester 
Nylons Make News 


Miss Margaret Reekie, Press 
officer of British Nylcn Spinners, 
spoke to the Publicity Club of 
Leicester recently on “Nylon 
Publicity.” There was an un- 
usually large number of lady 
guests present and they heard 
many amusing and _ interesting 
stories of nylon. Miss Reekie 
told of her collection of Press 
cuttings gathered even from the 
Poultry World. 

Although most of her talk was 
concerned with nylon from the 
stocking angle she gave many 
incidents of the popular mis- 
conception of the properties of 


nylon, including the one that 
“Nylon is transparent to the 
camera!” 


Her talk was followed bv 
questions from members and 
guests, many of whom were 
connected with the hosiery. trade. 


Wolverhampton 


‘*PUFFERY’—NOT 
CALUMNY 


Defamation of goods is pos- 
sible in speech or writing, Mr. C. 
Anstice Brown, director, Institute 
of Incorporated Practitioners in 
Advertising, warned the Publicity 
Club of Wolverhampton. 

Any amount of “puffery” was 
permissible in advertising, but 
not calumny of the goods uf 
another specific company. 


4 
Background To 
The Festival 


Some’ idea~ of the tremendous 
amount of work which has been 
put into the Festival of Britain 
preparations was given to mem- 
bers of the Publicity Club of 
Leeds at a luncheon meeting by 
Mr. John W. Trigg. 


Oxford 


U.S. Queues For 
Window Displays 
U.S. shop window display and 

seasonal sales promotion in the 
United States were compared 
with British methods by Mr. 
Leslie J. Pryer, past chairman, 
British Display Association, at a 
meeting of the Advertising Club 
of Oxford. 

Some American department 
stores had overcome parking 
difficulties by employing uni- 
formed attendants who parked 
customers’ cars and brought them 
to the door when the customers 
had finished shopping, he said. 
At Christmas in New York 
people queued to see window 
displays. es 

“Mother's Day” was beginning 
to have an effect upon sales in 
England. 


More Club News on p. 49 
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David Clackson Is 
P.A.M.A. President 


At the annual general meeting 
of the Press Advertisement Man- 
agers Association David Clack- 
son was elected and invested as 
president. He presented the 
outgoing president, W. L 
Cooper with a _ past _ presi- 
dent’s jewel. G. J, Studd was 
elected vice-president, and Arthur 
Clay and Ernest Hayes were re- 
elected as treasurer and hon. 
secretary. The following were 
elected the Council of Manage- 
ment: C. W. Drew, K. B. East- 
hope, W. B. Lattimore, Ernest 
Metcalfe, H. R. Tadgell and E. 
Wills, with H. Garland Wells as 
hon solicitor, and Viney, Price & 
Goodyear as hon. auditors. 

* * * 

E. R. Coward, after 13 years 
in the advertising department of 
Glaxo Laboratories Ltd. left 
Tilbury with his family on the 
“Stratheden” last Tuesday en 
route for Karachi where he will 
take up a newly created post as 
advertising executive with Glaxo 
Laboratories (Pakistan) Ltd.. a 
subsidiary of the parent com- 

any. 
= * * * 

It is announced by Willing & 
Comvany Ltd. that George 
Brewer, general manager of 
Willine’s Poster Advertising Co., 
Ltd.. has been annointed to the 
hoard of the pire nt company. 
Mr. Rrewer joined Willing & Co. 
in 1927 and commenced his 
career in the provincial noster 
advertisine denartment. Trans- 
ferred to Willing’s Poster Adver- 
tisine Co, in 1932 he was 
annointed general manager in 
1945, 

* * * 

Miss Enid Dams who, until 
recently, was fashion editress of 
Woman, has joined Dudley 
Turner & Vincent Ltd. as fashion 
executive, and will be responsible 


for acting in an advisory capacity 
to a number of their clients. 
* * * 


Officers elected at the annual 
meeting of the West Midlands 
Newspaper Advertisement Execu- 
tives’ Association were: chairman, 
G. W. Weston, County Express 
Ltd., Stourbridge; vice-chairman, 
P. S. Shirley, Evening Telegraph, 
Coventry; programme and pub- 
licity officer, L. J. Stallard, 
Express and Star, Wolverhamp- 
ton; secretary and treasurer 
D. E. Chaundy, Birmingham 
News series. 

. - _ 

E. A. Corp has been appointed 
an executive director of Hazell 
Watson & Viney Ltd., from April 
1. He will continue to act as 
secretary of the company. 

. * * 

Frank Smith, Dunlop sales 
executive, has been appointed 
director and general sales mana- 
ger of Dunlop Sports Co., Ltd., 
in succession to Oscar Walker 
who died last month. Since join- 
ing Dunlop 35 years ago, Mr. 
Smith has held several important 
posts in London and Birmingham, 
including that of personal assis- 
tant to the late Sir Harold Ken- 
ward, director of distribution. 

* * * 

Walter White, general sales 
manager of Dunlop's general 
rubber goods division at Cam- 
bridge Street, Manchester, has 
retired after)45 years’ service with 
them and Charles Macintosh & 
Co., Ltd. 

* . . 

J. G. Marland has resigned his 
directorship of Photo Union and 
has joined Studio Irwin Ltd. as 
account executive. He will be 
chiefly concerned with the devel- 
opment of the photographic sec- 
tion of Studio Irwin. 

* * * 

A. E. Cobill, publicity manager 
of Cambridge Co-operative 
Society, has been elected secre- 
tary of Cambridge Press Club. 


More than 175 guests were present at a cocktail party celebrating the 
fourth anniversary of Albert Milhado & Co., Ltd., last Thursday. 
Pictured above are (left to right): E. Weilskov (“Nationaltidende,” 
Copenhagen), Mrs. S. Milhado, Albert Milhado, Mrs. O. Ironside 
Wood, and J. M. M. Willemsen (“Elseviers Weekblad’’). 


George Brewer 


D. Thomson Jones 


Bill Russell, export manager, 
Colman, Prentis & Varley, has 
returned this week to London 
after a five-week tour of the 
Middle East. 

- * * 

R. D. Rowell, has joined the 
merchandising department of 
Mather & Crowther Ltd. For- 
merly with the J.J. Colman branch 
of Reckitt & Colman Ltd., where 
he worked in the advertising, 
sales and market research de- 
partments, Mr. Rowell has also 
assisted in factory management 
and export. 

* * * 

Ernest Lough has _ joined 
Mather & Crowther Ltd. as an 
account executive. 

* * * 

Miss Florence A. Sangster, 
vice-chairman of W. S. Craw- 
ford Ltd., has been elected to 
the board of directors of the 


St. James Restaurant Ltd. 
(Prunier’s), of which the late 
Sir William Crawford, was 


chairman. 
* * a 

D. Thomson Jones has been 
appointed advertisement mana- 
ger of Modern Poultry Keeping, 
official organ of the Poultry As- 
sociation of Great Britain. 
He has been in advertising for 
14 years and was previously with 
British Periodicals Ltd. and Trade 
Chronicles Ltd. 

* /* * 

C, I. Williams, account execu- 
tive at the London office of S, C. 
Peacock Ltd., is to marry Miss 
G. M. MeNair-Scott, a grand- 
daughter of Lord Camrose, on 
April 14. 

* * * 

G. P. Vigart, manager of the 
Betro market research devart- 
ment, is visiting Sweden, Den- 
mark ane Germany. 

* 


R. Willson Kemp has assumed 
the duties of space buyer for L. 
Graham Browne Advertising Ltd. 


J. V. N. Slater 


Ernest 


Lough 


David Clackson 


R. D. Rowell 


Leslie Hardern, P.R.O. to the 
North Thames Gas Board and 
chairman of the Design and 
Industries Association has been 
elected to the committee of the 
Parliamentary Association for 
World Government. 

* * 


_Peter Broom, joint managing 
director of D. J. Keymer & Co., 
Ltd., and head of Keymer's 
Calcutta office, is at present pay- 
ing his annual visit to. this 
country. 

* - . 

Geoffrey Reynolds, director 
and vice-president of Colman, 
Prentis & Varley Inc., has arrived 
back in England after a_ six 
months’ visit to U.S.A. and 
Mexico. 

* * * 

Under the management of 
J. V. N. Slater, a branch-of L. 
Graham Browne Advertising Ltd., 
of Birmingham, has been opened 
at Clayson Chambers, Carringtoa 
Street, Nottingham. 

* * * 

Peter Owens, director cf 
Domas Ltd.. Dublin, is Visiting 
England this week on business. 

* * * 


_ Denis G. Scott, a director of 
G. & A. N. Scott Ltd., proprietors 
of the Rochdale Observer and 
Heywood Advertiser, driving an 
M.G. car, was placed third in the 
1,000 mile circuit of the Ireland 
motor trial. 
* * * 

George Jackson’s daughter 
Margaret was married on Satur- 
day to Peter S. Blande, who is 
an outside representative with 
George Jackson. 

* * * 

John Foulis, advertisement 
manager, Blackpool Gazette, is in 
London for a few days. 

* * * 


John R. Dixon-Payne, Mid- 
lands representative of Aircraft 
Engineering, has married Miss 
Pamela White. © shag 
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OUR DWINDLING SEA POWER 
Maj.-Gen. J. F. C. Fuller, C.B., C.B.E., D.S.O. 
SPEED KING’S STORY 
Dorothy, Lady Campbell 
FOSTER MOTHERS AT THE ZOO 
Craven Hill, F.Z.S. 
NYLON MAKES GLAMOROUS LINGERIE 
Kathleen Allison 
NEW POEM By 
Siegfried Sassoon 
Some typical Features 
from recent issues 
WORLD AFFaAiRs . FASHION 
ia a ae TRAVEL 
FILMS + apr . moines 
THEATRE . NATURAL HISTORY 
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To-morrow’s Topics 


Conference critics 
answered 
RITICS of the organisation 


of the International Adver- 
tusing Conference have three 


Curb Drill 


ENERAL approval which greeted the first announcement 
Ge over half a million would be saved, in the next financial 

year, on the work of the Central Office of Information has 
now begun to ebb. Those who heralded the news as harbinger of 
more prudent and purposeful administration find their hopes 
soon blighted. Already there is indication that this sop of 
appeasement is likely to taste sour. 

Economy is no panacea for the economic ills of the nation if 
it is applied willy-nilly and piecemeal. The ordinary citizen must 
feel concerned at learning that road safety propaganda is the 
first major item to be “axed”. Does this represent a wise and 
reasonable saving? This is the first question which springs to 
mind, so far as the average tax-payer is concerned. 

For advertising, however, other considerations arise—as 
fundamental as they are disturbing. All advocates of economy 
had anticipated that there was general agreement where cuts 
could be made most effectively. It comes as a rude shock to find 
these assumptions have not registered in Whitehall. Instead of 
winnowing the ranks of the public relations officers, and all who 
seek to save the Ministers they serve from the healthy buffets of 
public opinion, the pundits have turned on legitimate advertising. 
Posters, apparently, are not.considered to have been fully effective 
in road safety. This contention is open to argument, but, even if 
it be admitted, what is the answer? More posters, surely—and 
better posters. If road safety ads. are not pulling their weight, 
why should not the Transport Ministry demand vigorous, or 
more subtle copy? 

Would any commercial client throw in the sponge in this faint- 
hearted fashion? On the face of it the decision is indefensible. 
No-one can be foolish enough to imagine that the money spent on 
road safety propaganda has been money down the drain. Its 
effects cannot be estimated in cash. 

Case histories of many products now enjoying a popular 
market show a solid, unspectacular period of preparation. Even 
the most buoyant of clients have felt, on occasion, that the way 
ahead was hard and thankless. Experience has taught them, 
however, that this is precisely the time which calls for bold action. 
Rather than surround themselves with legions of “‘yes-men”, 
they have infused into their selling campaigns something of the 
faith they feel in their products. 

Could the contrast be more acute? 

Admittedly, there is need for saving, but false economy is folly— 
not thrift. The lesson of private enterprise on the value of sus- 
tained and properly directed advertising is clear. It is to be hoped 
that the Government's latest decision will not have a boomerang 
effect on other public services. Why should advertising take the 
knock when the places where real economies may be made are 
so obvious? 


complaints. They say. . 


The Americans may be 
allowed to dominate discus- 
sions. 


No real attempt is to be 
made to “sell” advertising to 
the British public. 

There is little likelihood that 
much publicity will be given ia 
the national Press. 

A three-point answer to these 
ill-founded criticisms will be pro- 
vided by the energetic activities 
of the organisers: 

1. The business programme is 
being carefully arranged so that 


* delegates from ail nations have 


a fair say. 


2. Subjects for discussion will 


include “What The Consumer 
Expects Of Advertising,” and 
“How Advertising Helps To 


Keep Down The Cost Of Living.” 
A housewife will speak on the 
first topic; the second is full of 
general interest for the public. 

3. Every effort will be made to 
interest the national and provin- 
cial Press, and the B.B.C. for 
radio and television news. 

= — —_— 

New development in prestige 
advertising is the puppet show, 
likely to be increasingly used in 
the immediate future of paper 
shortage. Sharp's, the toffee 
people, employed it at the “Daily 
Mail” Ideal Home Exhibition, 
with characters from their adver- 
tisements such as Sir Kreemy 
Nut, of pre-war fame. Display 
and publicity manager x. @. 
Armitage, says: “We have found 
the method highly successful . 
there is room for further devel- 


opment.” 
—_ 


New danger to 
outdoor ads. 


T the annual meeting of the 
Association of Municipal 
Corporations next week delegates 
from local authorities will con- 
sider a report on a meeting with 
the Planning Minister at which 


outdoor advertising was dis- 
cussed. 

They will be told that their 
representatives expressed the 


Association’s concern at 
trend of the Minister's decisions 
on appeals relating to flank-wall 


and gable-end advertisements; the 
Association thought that the 
local authorities were the best 
judges of the merits of applica- 
tions, and it was regrettable that, 
since the 1948 Regulations came 
into force, there appeared to be 
an increase in the number of 
gable-end advertisements. 

And it will be suggested that 
“at any rate in some places,” the 
proportion of appeals being 
allowed now is very much greater 
than that allowed, before 1948, 
by courts of summary jurisdic- 
tion. 

— 


_—_—_—_—— i+«x1+%+(‘9#“ 


Outdoor advertising interests 
which believe a change of 
Government would end many of 
their worries may be in for a 
shock if the next General Elec- 
tion reveals a change of political 
heart in the country. There is a 
strong possibility that a Con- 
servative Government would 
include the control of advertise- 
ments among many powers to 
be given to local authorities. That 
would mean local prejudice, 
strange a anomalies. 


Newspaper’s retail 
sales service 


—_-_CO 

ee throughout the 
Black Country and Shrop- 
shire—about 2,200 of them—will 
in future receive each month 
copies of a small but valuable 
publication put out by the 
Wolverhampton Express and Star. 
Aim of The Link (between re- 
tailer and advertiser) is to help 
local traders, especially those 
enterprising enough to want (o 
tie their own advertising to 
national campaigns, A schedule 
of national advertising booked 
to appear in the Express and Star 
will be circularised each month 
“to keep retailers in touch with 
commodities using the paper and 
enable them to ensure that they 
have adequate stocks available, 
also special window displays to 
tie up with the newspaper adver- 


tisements.” 
—« 


Idea from America, likely to 
be introduced here soon: Full- 
colour lithographed publicity can 
prove too costly for some manu- 
facturers, so a major lithography 
firm has dev ised a plan that cuts 
costs sub lly. The c pany 
offers the same eight-colour art 
to several non-competitive adver- 
tisers at a greatly reduced cost. 


ROUND TABLE 


THE Jiphadptetndbpaietigsin <= 


ben puabes DSRS HO 
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Just in time for Terry Thomas 


In a pretty cottage-like house in Greenway 


Gardens, Wealdstone, three generations of Blagdens 
live. There is the elder Mrs. Blagden, her son and 
daughter-in-law Arthur and Frances, and grand- 
Both Arthur and_ his 
mother work at the nearby Kodak factory and 


daughter Lesley, aged 3. 


between them bring in eleven or twelve pounds 
every week. With a rent of only 25/11d. a week 
they have been able to buy quite a few things 
denied to many families living in more expensive 
houses. 


With the redistribution of income and purchasing 


power which has taken place in recent years, 
families like the Blagdens have come into the market 
for many luxury products. 5,165,253 families, many 
of them like the Blagdens, read the Sunday Pictorial 
each week, constituting a massive cross-section of 
Britain. 

The Sunday Pictorial goes right into the home 
on the best advertising day of the week — when 
the whole family can read at leisure. On a square 
inch per thousand basis, its present space rate is 
actually 10.9% less than pre-war, and the new rate from 
June 37rd will be only 7.8°/, above 1939. 


Sunday Pictorial 
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EXPECT you know the 
[2 of the Hyde Park 
orator who was addressing 
an attentive crewd on the power 
of religion to solve the world’s 
problems. Suddenly a heckler 
interrupted: ‘What's the use 
of religion? We've had it for 
two thousand years and look at 
the mess we're in to-day.” 
Quick as lightning came the 
retort: “Soap! What's the use 
of soap? We've had it for 
hundreds of years and look at 
the dirt on your face!” 
Whatever might have been the 
strength or otherwise of the 
heckler’s metaphysical arguments, 
there is no question that he had 
an exceptional amount of sales- 
resistance or he could not have 
withstood the barrage of propa- 


REVIEW OF 
PACKAGING 
by Ronald Vickers 


ganda against the modern sin of 
being unwashed. More money 
is spent on the advertising of 
soaps and cleansers than on 
almost any other commodity: 
We ought to be the cleanest race 
in the world. 


But the marketing of toilet 


12 


Soap, 
Sense And 


Souvenirs 


soaps is a risky operation; many 
a small fortune has been lost ‘n 
the attempt to add another 
household name to the Lifebuoys 
and the Palmolives. There are 
however a few firms who, whilst 
not going out for the millions 
market, have kept up a steady 
and profitable trade for many 
years, maintained by selective 
advertising and the intrinsic good 
quality of their product. 

* * * 


IN THE DAYS when regular 
ablutions were considered one of 
the luxuries granted by Provi- 
dence to the upper classes—well 
over a century ago—Roberts of 
Windsor were making soap. 
Now, though the Duke of 
Wellington’s premiership has 
given place, through a tortuous 
and uneven succession to that of 
Mr. Ciement Attlee, Roberts are 
still in Windsor and still making 
soap 

They still) know how to sell it, 
too. A new set of wrappers has 
been designed by their agents for 


CHATHAM 


OBSERVE 


“. 
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HIGH ST., CHATHAM _ 
Lonpon ARTHUR CLAY, 80 FLEET-STREET cen. 7500 


their nine varieties of toilet soap. 
Printed in a range of delightful 
pastel shades, each variety has a 
different colour appropriate to its 
description, yellow for gorse, 
green for fern and so on. 

It is a well known fact that 
many people tire of a branded 
article not because they stop 
liking it but simply because they 
feel the desire for a change. The 
great advantage of Roberts’ new 
range of labels is that ‘the 
customer can have all the fun of 
trying new soap without upsetting 
his loyalty to the brand. 

The wrappers are well 
designed and printed. Although 
the drawing of Windsor Castle 
is not much over an inch long it 
is well executed; very different 
from the blotchy mess that so 
often passes for an jllustration on 
small labels. The brand name is 
in large type yet does not seem 
too heavy for the small space 
available. 

My only criticism, and it is 
a small one, is that one 1s 
accustomed to reading the word- 
ing either side of the Royal Arms 
horizontally and is _ therefore 
likely to read “By appointment 
toilet soap to manufacturers of 
King George VI.” But as only 
an infinitesimal number of their 
customers will ever devote their 
time to such a close perusal of 
these details it does not really 
matter. The important thing 's 
that Roberts are not resting on 
their reputation but have made 
a very well considered move tuo 
enhance it and to see that more 
and more sales come their way. 

* * * 

It WILL NoT be long now 
before the critics will be sharpen- 
ing their teeth for an onslaught 
on whatever defects can be found 
in the exhibitions erected for the 
Festival of Britain. Personally, 
I am looking forward to seeing 
the selection of British packagiag 
which is to be exhibited. 

During the past few years the 
standard of packaging in this 


country has advanced tremen- 
dously; not only have new 
materials and improved tech- 


niques provided means _ for 
progress in the physical efficiency 
of the pack but many national 
advertisers who, before the war, 
paid little attention to the design 
of their packs now employ top 
rank specialists to create new 
designs. 

Ten or fifteen years ago it was 
quite common for a manufac- 
turer to spend a six figure 
appropriation on advertising and 
not sixpence on the design of 
his packs. 

Much of the credit for the rais- 


Originality by artistic ingenuity— 
not grotesque inappropriateness. 


ing of packaging standards 
should go to those pioneers who 
in the early 1930s made a 
precarious living selling designs 
to a_ small but enlightened 
clientele. For spreading the 
gospel once it had been pro- 
pounded, the Government's 
Council of Industrial Design 
deserves credit. The accident of 
war stimulated and canalised 
research into printing and con- 
taining problems, research which 
is now admirably continued by 


All the fun of variety in nine 


pastel shades, and no 
disloyalty. 


brand 


the Packaging Printing and Allied 
Trades Research Association. 

This year’s Packaging Exhi- 
bition at Olympia was another 
milestone in the forward march 
of this vital part of the marketing 
process. I was led into this dis- 
sertation on the position of 
packaging at this mid-century by 
the latest Biro creation which is 
a Festival Souvenir. 

It is a sine qua non of the 
souvenir that it should be un- 
usual, if possible unique. 
Unfortunately, most souvenir 
articles achieve their originality 
by a grotesque inappropriateness 
—but Biro’s designer, de Majo, 
has achieved it by artistic 
ingenuity. By turning the pen 
up vertically the article has been 
given a greatly enhanced display 
appeal. 
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In BRITANNIA and EVE you see scores of 
advertisers who are willing to pay a little more for 
something a great deal better—-better class readers, 
better production, better Editorial all important 
factors in selling good quality merchandise. The 
superbly edited HOME SECTION makes strong appeal 
to appropriate advertisers. BRITANNIA and EVE 
can offer you full 4-colour of which you can be proud. 
We produce it so well that we, too, are proud. 


British National Newspapers Limited, Commonwealth House, New Cxford Street, W.C.1. Holborn 6955 
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your entry 


to the £2,000,000,000 
municipal market is 


THE... 
MUNICIPA 


3/4 Clement's Inn, Strand, London, W.C.2 (HOL. 2827) 


HE printed material sent 

out by Chen Yu Ltd. 

mirrors the vigour of their 
merchandising. Here is some- 
body who seems to refuse to 
accept the limitations of our 
time as a reason for soft-pedal- 
ling, but strides out in the 
knowledge that the greater the 
difficulties the greater is the 
exertion needed. 

To introduce their new Double 
Peony shade of nail lacquer and 
lipstick to the trade, Chen Yu 
have sent a shot to all agents. 
It consists of a brilliant board 
folder in green, peony, yellow and 
black, containing a pull of a 
colour ad. for the magazines, u 
sample of double peony on 
acetate for colour matching, and 
a typewritten duplicated “Press 
release” which tells how various 
fashion designers and clothing 
manufacturers are using peony, 
one of this year’s colour fashions. 
There is also a duplicated letter 
—or rather statement, as there 's 
neither superscription nor signa- 
ture. 

This stuff could have been 
printed, and with some beautiful 
typography and good paper 
could have been aesthetically 
more impressive. Perhaps there 


PRINT REVIEW 
by 
Brian Hilton 


is a subtle reason for the typing 
and duplicating, other than mere 
saving of money. It has a greater 
sense of news, or urgency, as if 
there was no time to wait for this 
vital information to be printed. 

The colour folder-cover em- 
bodies an ingenious device which 
is simple and inexpensive. Before 
folding the sheet measures 18 
inches wide and 164 inches deep. 
The centre fold is cut up from 
the bottom 44 inches to form two 
flaps, these are folded inwards, 
like inverted cuffs, leaving a 
folder 12 in. x 9 in. when the final 
fold is made. Inside is printed 
this direction: “When you have 
read the enclosures to this folder 
please do not throw away—it 
will make an effective display 
screen. Here's how to erect— 
just turn the. folder inside out and 
stand it upright on the two flaps 
as illustrated opposite.” .- . 

Many manufacturers have trie 
to produce a double purpose 
piece of print; few have done it 
as simply as this. 

* * * 


SHOULD MONEY be spent on 
making technical catalogues and 
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How Good Print Sells 


Valves, Nail Varnish 


we 


Sez 


by 


Pad 


Cover of the folder Chen Yu 
sent to dealers. A simple but 
effective piece of print. 


reference books attractive to the 
eye? Frequently, yes. Primarily 
because you want your customers 
to derive satisfaction and even 
pleasure from using your product, 
which in itself may be drab, like 
a bit of iron piping. But if you 
behave towards your product as 
if you believe it is a fine thing 
your customers may also think it 
the best obtainable. Apart from 
the way in which you finish your 
goods and send them out you 
may be unable to suggest quality 
except through the print relating 
to them. So the character of the 
print may be important, even for 
the most mundane things. 

The flow of technical print 
provides ample support for this 
point of view. Just to hand, for 
example, is the 178 page book of 
Audco Lubricated Valves. To 
pipeline engineers maybe all these 
iron valves are things of beauty, 
but they could hardly fail to be 
more enthusiastic about them 
when their manufacturer thinks 
that only a handsome catalogue 
will do them justice. 


Some Neat 


Reversing 


The descriptive pages are set 
in Times—though the measure of 
30 ems on some pages is too wide 
for 9 pt. (it has been laid down 
by some authorities that no mea- 
sure set solid should be wider 
than two and a half alphabets; 
this is nearly four). Page head- 
ings are smart in red and black, 
with some neat reversing, while 
a touch of real chi-chi is provided 
by the sectional title pages, with 
their finely balanced red panels 
and sound use of Gill Extra Bold 
in conjunction with the condensed 
sans inline letter used for the 
word Audco. 

Though Times is used for text 
throughout, tables are set in Gill, 
than which there is no better face 
for the purpose. 
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ouse x Garden 


House & Garden — 3/- monthly. 


Half the battle of selling 


is to create the mood 


for buying. 


By advertising in 
House & Garden you reach a public 


especially interested in your product. 
Why ? 


Because House & Garden is bought by those people 
in the market for paints or papers, refrigerators or 
radios ; in fact everything for the house and garden can 


be sold through its pages. 


Exceeds 30,000 net sale per issue - 


THE CONDE NAST PUBLICATIONS, LTD., 37 GOLDEN SQUARE, LONDON, W.1. 
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Quality And Service 


ORE—many more — 
Mees goods could be 

sold to Portugal if more 
of our exporters tried to under- 
stand Portuguese wants, men- 
tality and sales methods. 

Further, it is essential to know 
what can and what can not be 
imported into the country. From 
the overseas trade promotion 
department of the Board of 
Trade, or from the Portuguese 
commercial attaché in London, 
can be obtained lists of both 
prohibited and permitted imports. 
Under the O.E.E.C. scheme, the 
Portuguese government agreed 
to allow without restriction the 
importation of a great variety of 
goods from the beginning of 
1950. This “liberalisation list” 
should be consulted by all intend- 
ing exporters to Portugal. 

Another vital piece of know- 
ledge—the Portuguese govern- 
ment do not permit private indi- 
viduals to import goods from 
Britain; importers must be regis- 
tered companies in Portugal 
and must have been buying the 
particular type of merchandise 
for some years. 

Lack of care in these matters 
means that cargoes have to be 
returned. All too many of them 
have been. with the result that 
exporters lose interest in Portugal 
and think that trade with her is 
impossible. 

Yet there are good chances for 
our exporters in this market. 
Surely it is up to their advertis- 
ing agents to study the import 
prohibition and liberalisation lists 
with their clients’ interests in 
mind, and then to make the 
necessary recommendations. The 
live contact man can “sell” 
Portugal to his client if he makes 
himself aware of all the facts re- 
‘erred to here. 


Appoint A 
Good Agent 


Assuming that the client has 
been “sold,” how should he start 
exporting to Portugal? 

First, he must find a good 
selling agent in the country— 
preferably by a personal visit or, 
failing this, through a British 
agency or individual established 
in Portugal who can take up the 
references of the proposed agent 
and make sure that he is in a 
position to obtain government 
permission to import his prin- 
cipal’s goods. 

It is always wise for the ex- 
Porter to Visit his selling agent 


every Six or nine months. It 
encourages the agent, and satis- 
fies the principal that his repre- 
sentative is doing everything pos- 
sible in his interests. 

The exporter would be well 
advised to appoint his selling 
agent for a six months’ proba- 
tionary period, to see how they 
suit each other and to determine 
whether the rate of progress justi- 
fies a renewal of the agreement 
for a longer period. 

If it is possible to get a repre- 
sentative who understands Eng- 
lish, and can correspond in that 
language, so much the better. 


Money For 

Advertising 

What about advertising and 
sales promotion generally? It is 
inadvisable to transfer a big lump 
sum to a Portuguese bank for the 
use of the agent—neither will the 
Bank of England make such 
transactions too easy. 

The Bank’s commercial depart- 
ment will advise on this. Appli- 
cations shdguld .be made two 
weeks before it is wished to make 
the transfer. No difficulty 1s 
raised for such transfers where 
business is to be transacted 
through reliable sources, prefer- 
ably British. A statement as to 
how the money is to be spent 
must be made, and monthly 
reports (with vouchers of any ad- 
vertisements which have ap- 
peared) must be sent to the 
exporter by the overseas contact. 

It will be understood from the 
foregoing, therefore, that the 
best plan is for the exporter to 
appoint a person in whom he has 
confidence to make monthly al- 
locations of money for financing 
the sales and advertising cam- 
paign, to be responsible for all 
accounts and reports of progress, 
and to send home voucher copies 
of all journals used. 

What is the approximate ap- 
propriation necessary to ensure 
2ood advertising coverage? £150 
a month, with possibly a little 
extra for folders, catalogues, etc, 
which can be done much cheaper 
in Portugal than outside, 

There is another. reason for 
having them printed on the spot. 
One well-known advertiser in- 
sisted on the packs for his goods 
being printed in England. the 
copy being translated into “Por- 
tuguese” by a London language 
school. When the neat, well- 
designed packages arrived in 
Lisbon it was found that they 
were printed in Brazilian, which 
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How To Sell More In Portugal: Watch Your 


SAYS ROSAMUNDE 
PRINCE-BISHOP 


recommend his client to go into 
| this market — but close study of 
detail is a necessary preliminary. 
Some of the pitfalls to avoid and 
| lines of approach are noted in this 


| The advertising agent can safely 


article. 


is rather like presenting an 
Englishwoman with packs printed 
in Welsh. 

The advertising campaign can, 
therefore, be run quite economic- 
ally—when it is planned and 
carried out in the consumer 
country in collaboration with 
the selling agent. The ideal to 
aim at is to keep the business 
under British control as far as 
possible by using a British adver- 
tising agent who can give on-the- 
spot service, collaborate with the 
selling agent in promotion cam- 
paigns, and explain to exporter 
and/or sales agent matters which, 
because of different working 
methods and temperaments, seem 
complicated or even incompre- 
hensible. 


Don’t Do 
Layouts Here 


Advertisement copy can be 
sent out to the contact in 
Portugal for translation—and it 
should be remembered that copy 
suitable for Great Britain is not 
always suitable for use else- 
where. Layout should be left to 
the overseas man; he knows what 
will get over to the particular 
market, 

The uccess of both advertising 
and marketing depends so very 
much upon local knowledge. For 
instance, there was the British 
manufacturer who tried to sell 
his excellent electric fires to the 
South of Portugal. But electricity 
is both rationed and very dear 
in the south, and sales lagged. 
Current is cheaper in the North, 
and exporters of electrical goods 
are advised to try there. 

Having fixed up his sales 
representative and his advertising 
agent, let the British exporter 
make a solemn vow—to send 
only his best goods, and to back 
up his agent's efforts with first- 
class service. Here is a sad little 


story to amplify this exhortation. 

A watchmaker friend of mine 
in Lisbon is very pro-British, and 
likes to get as much of his stock 
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as possible from Britain. At 
least, he did, until a very famous 
company sent him a batch of 
faulty alarm clocks. I bought 
one of these clocks, and I was 
forever taking it to my friend 
for repair. It never kept good 
time, and every so often it 
stopped. All the others in the 
batch were the same. 

Small wonder that my watch- 
maker friend was upset; small 
wonder that he would never buy 
a British clock again. 

I took the matter up with the 
makers. They confirmed that a 
faulty batch had been sent, but 
blamed their inexperienced post- 
war workers. Their selling agent 
in Portugal should, they said, 
have collected all the faulty 
clocks and supplied replacements. 
(But how was he to know— 
before it was too late—without 
instructions from home?) 


U.S. Goods Are 
Often Preferred 


American goods are often pre- 
ferred to British, not usually 
because they are better, but be- 
cause they are almost always 
better presented, better packed 
and backed by a really good ser- 
vice. Spare parts, refills, and so 
on are more easily obtained than 
they are for many of our goods. 
Take the case of ball-point pens 
as an example... . 

I bought one, a very well- 
known one, on which thousands 
of escudos (and pounds) are spent 
in advertising each year. When 
my pen ran dry, I went to a shop 
displaying the notice “X Pen 
Service Department,” and asked 
for a refill. Could I get one? J 


could not, and the assistant told 


me they coulds’t get any, either: 
So I repeat—there is a good 
market for a wide selection of 
British goods in Portugal, and 
intelligent advertising and mar- 
keting on the lines I have indi- 
cated will bring sales, providing 
that the merchandise goes out 
with two invisible exports—good 
quality and good service. 
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ADVERTISER'S WEEKLY 


Your Key 


to what is new in Men’s Textiles 
and Clothes 


THE BRITISH WHOLESALE AND EXPORT MAGAZINE 


In the coming months men’s textiles and clothes will continue to occupy a key 
position in the van of Britain’s drive for full industrial recovery. 


More and more British cloth and clothes will be sold in an increasing number 
of the world’s markets. 

To achieve this salesmanship of the very highest order wil be essential. 
CLOTH & CLOTHES represents the acme of efficient salesmanship. 

Through CLOTH & CLOTHES British men’s merchandise can be presented to 


every corner of the Globe, illustrated in full colour and black and white, coupled 
with a shrewd selling commentary by journalistic experts in this field. 


With translations in five languages, CLOTH & CLOTHES is a vital stepping 
stone on the road to increased wholesale and export business. In fact it is good 
for Britain’s business . . . your clients’ business . . . your business. 


Specimen copy and advertisement rates on application. 


Subscription: £1 10s. for one year. 
£3 for three years. 


FOR MEN’S TEXTILES AND CLOTHES : 


Certain forthcoming editorial 
features may tie up with your 
clients advertising campaigns. 
Full details sent on application, 


, 


NE RRA I oe eee 


CLOTH & CLOTHES - 139/143 OXFORD STREET - LONDON: WI 


Telephone Gerrard 5776 


Telegrams Kamsin, London 
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NORWAY 


HAS ONE OUTSTANDING 
NEWSPAPER 


Nobody is prepared to argue about 
Aftenposten’s predominant position in 
Norway. It is so far ahead in circulation 
and in the volume of advertising carried 
that its choice for first place on almost 
every schedule is automatic. 

In spite of the high buying power of its 
readers, Aftenposten still offers you the 
lowest rate per thousand of all 
Norwegian newspapers. 

Remember that Aftenposten is two 
newspapers, a morning and an evening. 


NET SALE: 
Mornings: 
Mon. to Fri. 135,906 
Saturdays 148,881 
Evenings 117,347 
AFTENPOSTEN 
Represented by : 


(Abb 


JOSHUA B. POWERS LIMITED 


14 COCKSPUR STREET, LONDON, S.W.1I 
Telephone: WHitehall 3305-6-3366-7 


For SEVEN big outlets in 
S. AFRICA % RHODESIAS 


1. The * Quality” journal 
of the Food Trades. 


2. The Union's only 3. The national 
monthly Footwear and 


Leather Journal. 


organ 


of the Hotel, Catering and 
Liquor Trades. 


— : 5. The finest Women's 6. Complete coverage for 
4. Rhodesia’s Pioneer journal in the Southern the Union’s Furnishing 
Trade Journal. Hemisphere. Trades. 
| 2 engi nn 7. The South African 
| i? ig be Trade Journal— 
b Tesets teeauae af Textile, Clothing 
and Drapery. 


Know and 
oe 


qweat 
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rue tone 


SOUTH AFRICAN JOURNALS LTD. 


40, Norfolk Street, Strand, London, W.C.2. Phone: Temple Bar 8691 
Sunlight House, Quay St.. Manchester, 3. Phone: Blackfriars 3169 
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Bulletin From BETAC 


Each month the ADVERTISER’S WEEKLY is publishing a 


EUROPE 


Belgium: The International 
Fair at Li¢ge (April 21—May 6, 
1951) is having this year a record 
number of foreign exhibitors: 
German, American, British, 
Austrian, Danish, French, Dutch, 
Italian, Norwegian, Swiss, and 
Czechoslovak firms have already 
booked space. The International 
Brussels Fair, which is taking 
place simultaneously (April 21— 
May 6) will commemorate the 
25th anniversary ofits founda- 
tion. Information may be ob- 
tained from Belgium House, 167 
Regent Street, London, W.1, and 
Belgium House, 32 Deansgate, 
Manchester. 

Publicontrol, Brussels. 
* * * 

France: The leading French 
daily, Le Figaro, will in future 
charge on all advertisements the 
legal French tax of 3-6 per cent. 

A new law published in the 
French Official Gazette, amend- 
ing a previous decree of 1941, 
authorises unlimited Press adver- 
tising for a large variety of 
spirits. This latest development 
may encourage British whisky 
and spirits distillers to resume 
their advertising in France. 

Publicis (France) Ltd. 
* * . 

Germany: The ban on radio 
advertising edicted before the 
war by the German Propaganda 
Ministry has now been lifted and 
radio advertising is starting 
again. All stations in the 
American and French Zones 
(with the exception of Radio- 
Frankfurt, Cologne and Ham- 
burg), have begun selling “air- 
time.” Radio Berlin is also 
among the stations used by 
advertisers. Radio advertising is 
increasingly appreciated by busi- 
ness firms (although not always 
by listeners) and experts agree 
that both “commercials” and 
programmes need improvement. 

* * * 

New advertising media are 
constantly being launched in 
‘Germany, largely by people with- 
out previous experience of adver- 
tising. The success has so far 
been very restricted and Press, 
posters, films and radio are still 
far and away the favoured media 

in that order. 

* * * 

A survey of the number of 
hoardings available in Germany 
shows that, in the American 
Zone, 2,979 cities and villages 
have altogether 14,634 hoardings; 
in the British Zone, 1,592 locali- 
ties have 14,581 hoardings; in 
the French Zone, 1,813 inhabited 
areas have 5,055 hoardings; and 


selection from the reports sent in to the British Export 
Trade Advertising Corporation from its overseas associates. 


West Berlin, 1,992. Altogether, 
in the 6,385 cities, towns and 
villages covered by the survey, 
there are 36,262 hoardings. 

* * * 

In contrast with such countries 
as Greece, Italy, Turkey, Portu- 
gal, France, Yugoslavia, Spain, 
Pakistan, India, the whole of 
South America, the Saar and 
Austria, there are no taxes on 
advertising in West Germany, 
and, according to our informa- 
tion, no such tax is at present 
envisaged, 

Carl Gabler G.m.b.H. 
* * * 

Holland: Business conditions are 
not very favourable for advertis- 
ing at present, as new and strin- 
gent restrictions will shortly be 
imposed, following the necessity 
for rearmament and unfavour- 
able economic factors. Many 
industries are sorely beset by the 
threatened lack of raw materials 
and are cutting down all ex- 
penses, including advertising. 

* * * 

Owing to the rise in price of 
newsprint, most dailies and 
weeklies are increasing their sub- 
scription and advertising rates. 
It cannot yet be assessed whether 
this will have a marked influence 
on circulation. It is, however, 
expected that there will be less 
advertising in Holland during 
1951 than in 1950. If this fore- 
cast is correct, this will be the 
first recession in Press advertising 
since the liberation in 1945. 

- - 

The daily De Telegraaf/Het 
Nieuws van de Dag, the latest to 
reappear after the liberation, has 
again increased its circulation by 
100,000, outstripping most other 
dailies. 

+. * 

The total number of subscrip- 
tions to Dutch dailies has risen 
to nearly 2,800,000, a notable 
figure in view of the fact that 
there are only 2 million families 
in Holland. The greater part of 
the circulation of Dutch dailies 
and periodicals goes to sub- 
scribers, who receive their papers 
at home: sales at news-stands are 
very restricted. 

* * * 

Following the Swiss and British 
examples, the Dutch railways 
have normalised advertising at 
their stations. 

« 7. * 

A packaging exhibition will be 
held in Amsterdam in the RAI 
building from May 24—June 1. 

* * * 

The largest advertising cam- 
paign at the moment is one in 
favour of cigar smoking: it uses 
the slogan “A cigar is the real 
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“The Listener” is an authoritative publication read by the serious-minded 
people who understand and appreciate the good things of life. Men and women 
like these devote as much time and attention to considering things to buy as they 
do to discussions of world affairs. So if you handle an above-average consumer 
product — or a speciality manufacture for industry or commerce — put your 


advertisements before the 148,000 important readers of “The Listener” 


The Listener 


Member of the Audit Bureau of Circulations 


For readers who think, thinkers who read 


All enquiries to: Head of Advertisement Department, B.B.C. Publications, Broadcasting House, Portland Place, London, W.1 
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Cover 


SOUTH AFRICA 


with the 
MORNING NEWSPAPERS 


CAPE TIMES 
CAPE TIMES WEEK-END MAGAZINE 


NATAL MERCURY 
SOUTH AFRICAN WOMAN’S WEEKLY 


RAND DAILY MAIL 
SUNDAY TIMES 
SUNDAY EXPRESS 
HOME JOURNAL OF THE SUNDAY EXPRESS 
oa 


SOUTH AFRICAN MORNING NEWSPAPERS 
24 Holborn, London, E.C.1. Tel: HOLborn 4144 


| iar 
COMMERCIAL AID PRINTING SERVICE 


Offer the complete 
Varityping Service 


Setting ior Photo Litho. 

Direct Plate Setting for Multilith and Rotaprint users. 
Lithographic Duplicating. 

Photo Litho Printing. 


Equipped to execute all stages of | prepared to undertake any phase 
Varityper, Lithographic Printing | of the process for firms with their 
and Duplicating, we are, however, | own 


ae 


3 RATHBONE ST. Ws MUS. 0653, 4103 


COVER SWEDEN 


A&A 


In Sweden A & A magazines have 
a combined net sale of 1,674,994 
copies—77 % of the total number 
of homes (2,174,379) 


LONDON OFFICE 


FRANK L.CRANE 


69 FLEET ST. €.C.4. PHONE: CEN.2811 
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Bulletin from B.E.T.A.C.—continued 


thing.” It succeeds another large- 
scale campaign for beer that was 
launched last year under the 
slogan—not unfamiliar in Britain 
—“Beer is best.” 
B. Knol, Rotterdam. 
* * * 

Italy: The 33rd International 
Motor Show is being held in 
Turin now. It opened yesterday 
and lasts until April 15. Britain 
tops the list of exhibitors, with 
20 motor manufacturers showing 
their cars there. The United 
States have sent 19; Italy nine; 
France six; and Germany four. 
The total number of exhibitors 
is over 400, belonging to seven 
countries; their stands cover 
an area of nearly 200,000 sq. 
feet. The Italian Ministry for 
Foreign Trade has granted 
special permits for the sale, after 
the Show, of the foreign cars 
exhibited. The Ministry of 
Transport has authorised a 30 
per cent reduction in railway 
fares, and the Post Office is issu- 
ing special commemorative 
stamps 

Salone Internazionale dell’ 
Automobile. 
* * * 

Switzerland: The wave of in- 
creases in advertising rates of 
the Swiss Press appear to have 
come momentarily to a stop, and 
rates may again be considered as 
stable in practically all of 
Switzerland's 1,700 publications. 

* * * 

Motor car imports in 1950 have 
witnessed the massive return of 
Germany to the Swiss motor mar- 
ket; from the fourth rank. where 
she stood in 1949 with 3,800 cars 
ex-orted. Germany has risen in 
1950 to the first, with 9.257 cars, 
29 per cent of all Swiss car im- 
norts. The U.S. come second with 
6.660 cars, but are still first in 
‘otal value, 53 million francs, 
against 31 million francs from 
Germany. Britain is in third place 
and has maintained her position 
as far as quantity of cars ex- 
ported to Switzerland is con- 
cerned, but the total value has 
decreased from 37 to 34 million 
francs. 

Imports of motor cars in 
Switzerland have increased bv 
13-5 ver cent since 1949 and 17 
ner cent since 1948. On the other 
hand imports of motor cycles 
have doubled in the same period. 
"Italy and Germany now take the 
first place before Britain. who for 
30 years held the first. A vigorous 
merchandising and advertising 
effort on the part of British 
motor cycle manufacturers is 
indicated. 

Publicitas, Lausanne. 


* * * 
AFRICA 
Egypt: The certified circulation 
of the leading Egyptian news- 
papers. all published in Cairo, is 
as follows: 


Al Misri 102.351 
Al Itnein 92,984 
4! Mussawar 90,457 


The Ministry of Finance is pre- 
Paring a tax on advertising, to be 
levied at the rate of three per 
cent, payable monthly by the 
newspapers and collected by them 
from the advertisers. The tax has 
already been approved by the 
State Council and is due to be 
submitted shortly to the Council 
of Ministers. The same bill also 
doubles the existing duty stamps 
on poster advertising, display 
panels, neon signs and film and 
cinema slide advertising. It js 
further proposed to double the 
stamp tax on all receipts and 
cheques. 

Alfred D. Matta, Cairo. 


* * * 


AMERICA 


U.S.A.: An important question 
within advertising circles to-day 
is what effect the accelerating ot 
the rearmament programme will 
have on advertising plans and 
policies. Most U.S. firms are 
firmly sold on a continuing sales 
and publicity programme as es- 
sential insurance of future con- 
sumer acceptance. In the last war 
period, little or no direct restric- 
tion was placed on either volume 
or nature of advertising. Some 
publications were forced to ration 
space. Printers were short of 
paper, engravers were short of 
metal, but overall volume re- 
mained at a high level with no 
direct government controls. 

To-day, the picture shapes up 
in about the same way. Some 
people are advocating controls; 
some suggest taxes on advertising, 
but such proposals have not as 
yet gathered momentum. _ Seri- 
ously thinking officials and busi- 
ness men see advertising channels 
rather as essential elements of 
information. Reasonable adver- 
tising appropriations will un- 
doubtedly be allowed as legiti- 
mate expenses on Most importaat 
contracts. 

* 7. * 


Highlights from 1948 Census 
of Business: the number of ad- 
vertising agencies in the U.S. has 
about doubled in ten years, from 
1,600 odd in 1939 to over 3,200 
in 1948 .. . total employment in 
the “industry” is only 41,209. 
gross receipts in 1948 were $395 
million. 

~ * * 


The general freezing of prices 
applies, of course, to space rates, 
engravers prices, printing prices, 
agency commissions and charges, 
but regulations are undoubtedly 
due for a lot of overhauling and 
interpretation during the next few 
months. 

* * - 


When the Association of 
National Advertisers and the 
Agricultural Publishing Associa- 
tion asked farmers what might 
happen if the companies who 
buy farm products did not ad- 


(Continued on page 24) 
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The Electric Newspaper 


OPERATING IN BLACKPOOL OFFERS YOU 


SIX MILLION POTENTIAL BUYERS 


who visit this modern resort each year. Blackpool has over 5,000 hotels, 40 theatres and cinemas, 
airport, etc. THE ELECTRIC NEWSPAPER offers advantages no other form of outdoor adver- 
tising can give. It spells out in illuminated letters 3 ft. high the latest national and local news, as 
well as announcements of all local entertainments and sports, interspersed with advertisements. 
News and advertisements are continually moving and can be CHANGED AT A MOMENT’S 
NOTICE. Each advertisement appears immediately preceding or following an item of interesting 
news, and can be always fresh, always new, always compelling. Because of its proximity to news 
announcements which the passing crowds are looking for, it must be seen and must be read by 
SIX MILLION POTENTIAL BUYERS. Each advertisement will be shown from April Ist 

to the end of the Illuminations (last week in October) from 11 a.m. to 11 p.m. (over 50 
showings daily six @ays a week); and from November Ist to April Ist from 6 p.m. to 

11 p.m. (over 25 showings daily six days a week), subject to Ministry of Fuel and aePtuy, 
Power regulations. The rental is £10 per week for an advertisement not exceeding 

ten words. Minimum contract 52 weeks (Is. 9d. per 1,000 Readers). 


SPACE WILL BE LIMITED TO TWENTY ADVERTISERS 
ILLUSTRATED BROCHURE SENT ON REQUEST 


ELECTRIC NEWS LTD. 3 EDWARD ST., BLACKPOOL 


B. M. KAPLANSKY, Publicity Director. K. WOODWARD, News Editor. 
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Cover all important fields of engineering 
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Apply General Advertisement Manager for further information 


PRINCES PRESS LTD. 
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After The Turmoil— 


Aprit 5, 1951 


EXPORT MARKETING 


The [ran Market Will 
_ Have To Be Won Again 


Tran (Persia) is in turmoil. The attitude of the people 


present situation. 


to Britain is likely to be seriously affected by the 
But British goods will be in 


demand again when things settle down, and this 

market sketch written shortly before the present 

crisis broke will be a useful guide to manufacturers 
intending to sell their products in Iran. 


HE seven year plan of 
industrial development is the 
most important fact to consider 


| when surveying Iran (Persia) as 


a market for British goods. 
There is a lot of sterling in 
Iran to be mopped up, and the 
British Government is under 
agreement to allow any Iranian 
sterling credit to be converted 


| into hard currency if it cannot 
, be converted into goods at will. 


This means that what Iran can- 
not spend in the U.K. she is 
entitled to convert into dollars 


| for purchases in the U.S.A. 


As a result of the seven year 
development plan, Iran is in the 
market for large supplies of 
capital goods. The scheme was 


| initiated by the Iranian Govern- 


ment, but it has had the support 


and blessing of the Americans, 


| petitor. 


By 
JOHN WESTOVER 


who have always cast an uneasy 
eye upon Soviet Russia, Iran's 
powerful neighbour and before 
the war one of her leading sup- 
pliers. 

Americans have a_ strong 
representation on the seven year 
plan organisation. This. as might 
be expected, involves a good deal 
or pressure on the Government 
to buy in America. and to that 
extent makes the British task of 
exporting to Iran more difficult. 


Competition From 


Western Germany 


The U.S. is not our only com- 
Belgium is doing very 
well and the Western Zone of 
Germany is also becoming for- 
midable. 

Teheran is the commercial 
capital as well as the seat of 
Government. and it is here that 
the merchants are to be found. 
They do not care much about 
acting as commission agents, pre- 
ferring to import on their own 
account. It is their policy to 


| eliminate the middlemen so far 


as possible, With them. as well 
as with Government Departments 
which, under the seven year plan 
are large importers, cost rather 


| than quality is paramount. 


| tion is concerned. 


So far as the general popula- 
the standard 


of living is very low and only 
the cheapest goods can find a 
market. The cost of living has 
been going up by leaps and 
bounds and is now five or six 
times higher than it was in 1939. 

It is highly desirable, if not 
absolutely essential, to employ a 
trusted local agent, especially if 
government orders are sought. 
Negotiations necessary before 
goods are sold to the government 
are very complicated and nobody 
can hope to handle it at long 
range. It is difficult to over- 
stress the importance of frequent 
visits to the market by principals. 

In Iran perhaps more than ‘n 
some other countries the appoint- 
ing of agents is a ticklish prob- 
lem, and this again cannot be 
done at long range. 

Among the goods for which 
there is a substantial market are 
iron and steel manufactures, cot- 
ton and woollen piece-goods, 
rayon piece-goods, woollen and 
rayon yarn, all kinds of vehicles 
and bicycles, office equipment, 
paper and stationers’ sundries, 
chemicals, pharmaceuticals, elec- 
trical apparatus, cutlery, china- 
ware and glass and cement. Of 
these, cutlery is doing well, al- 
though competition from German 
sources is growing. 


Vacuum Cleaners 
Attract Attention 


Electrical apparatus can only 
find a limited market because in 
the rural districts there is little 
electrical supply, but vacuum 
cleaners and table fans are be- 
coming popular in the capital. 

There will be an expanding 
demand for iron and steel manu- 
factures under the seven year 
plan. In cotton-piece goods price 
is decisive. 

All authorities stress the im- 
portance of after-sales service. In 
engineering products servicing is 
of paramount importance and. 
ideally, servicing facilities should 
be available not only in Teheran 
but also in the provincial towns 
of Isfahan. Shiraz. Tabriz. 
Meshed, Resht and Abadan. 

The fact that Iran is interested 
in the purchase of British goods 
is reflected in the Iranian attend- 
ance at the B.I.F. last year which 
was double that of 1949. There 
were 232 buyers in 1950. ; 

Persian daily newspapers in- 
clude: Jran, Kevhan, Ettela‘at. 
Le Journal de Teheran, all with 
offices in Teheran. 
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THIS YEAR it will do you good to 
be seen advertising in THE TATLER 
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HUNDREDS OF ADVERTISERS have staked a claim on the 
available space in THE TATLER — because it pays! 
In “The Season” and High Summer — that’s the time to 
use THE TATLER, but early booking is advisable. 


W. T. CARPENTER, Advertisement Marager, 
Commonwealth House, 1 New Oxford Street, W.C.1. HOLborn 6955 
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Still gives 


you 
the best 


Scottish Coverage 


at the ~ 


most economical 


rates 


Current rate card may 
be had on application 
to 


TERRACE, EDINBURGH 


Edinburgh 31021-2-3 GRAMS : RODANRAYLE 


London Office : 


E. W. PLAYER LTD. 30 Fleet Street, E.C.4 


Central 2786-7-8 
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How To Tackle The 


Yugoslav 


Problem 


By CECIL TURNER, 
Managing Director, Augur & Turner Lid. 


S the promotion of British 

goods possible in Yugoslavia? 

If sales promotion takes the 
form of exhibiting at trade fairs, 
then British representatives can 
frequently meet those who would 
use or consume the goods ex- 
hibited and they can make efforts 
on the spot to overcome any un- 
foreseen exporting difficulties. 

Every year the Yugoslav 
authorities invite British manu- 
facturers to take part in the 
International Trade Fair at Zag- 
reb. The Fair catalogue is 
printed in five languages includ- 
ing English, and British firms— 
whether they are participating 
in the Fair or not—may adver- 
tise in it. 

Apart from the Fair, however, 
advertisements for foreign firms 
may be placed in certain special- 
ised periodicals. It is stipulated 
that the advertisements must be 
for goods suited to the readers of 
the periodical chosen. and that a 
full specification be given. It is 
recommended that a photograph 


of the product should appear in 
the advertisement and that “sen- 
sational” treatment should be 
avoided. 

In addition, advertisements in 
connection with international 
fairs are accepted by some of 
the daily newspapers. 

Most Yugoslav advertising in 
other countries is handled by 
the official advertising agency, 
Oglasni Zavod Hrvatske, of 
Zagreb. This agency also places 
all foreign advertising in Yugo- 
slay newspapers and journals. 
Oglasni Zavod Hrvatske has con- 
cluded an agreement with a 
British agency for reciprocal 
representation, 

There seems to be no reason 
why organisers of British fairs 
and British exporters, as well 
as their advertising agents, should 
not make good use of the oppor- 
tunity now offered to promote 
sales in Yugoslavia—or at least 
to create goodwill for British 
goods and for commerce with 
Britain. 


YUGOSLAV JOURNALS WHICH ACCEPT ADVERTISING 


| Circulation| Frequency 


Readership 


Name | Subject 
Arhitektura | Architecture 
Elektrotehnicar | Electrical engineer- 

ing 
Farmaceutski Pharmacy 
Glasnik 
Filatelija Stamp _ collecting 
and selling 
Fotografija Photography 
Geodetski List _ Surveying 
Lijecnicki Vjesnik Medicine 


Strojarsko-Tehnicki | Engineering 
Viesnil : 
Sumarski List Forestry and tim- 
ber production 
Increasing produc- 
tion 


Tehnicki Pregled 


2,500 | Monthly Architects and 
Ce aa med 


wi 
6,000 Monthly | Electrical engineers 
2,000 Monthly | Pharmacists, medi- 
cal assns. 
1,500 Monthly | Stamp dealers and 
| collectors 
2,000 Monthly | Professional and 


2,000 Monthly | Timber producing 
organisations 

5,000 Bi-monthly Factory managers, 

| engineers and tech- 


nical staff 


Bulletin From 


(Continued from page 20) 
vertise, 43 per cent said prices 
paid to them (the farmers) would 
be lower. 

Edward W. Robotham & Co. 

~ * ~ 


SOUTH AMERICA 


Brazil: The advent of the new 
President, Dr. Getulio Vargas. 


will, it is believed, lead to an ex- 


pansion of business and to an in- 


crease in the volume of advertis- 


ing. 
* ~ * 
General advertising rates con- 


_tinue to rise as a result of recent 


increases in cost. The rates cf 


the Brazilian edition of the 


Reader's Digest are being raised 


by 10 per cent as from July. 


Orion Publicidade, Brazil. 


Tri-Lingual 
Picture Paper 


APER which has _ been 
making a considerable im- 
pression during its first year of 
monthly publication from Singa- 
pore is Cosmos, a tri-lingual 
illustrated. Languages used are 
English, Malayan and Chinese. 
It is claimed that circulation, 
throughout Malaya, Indonesia 
and South China, is 20,000 per 
issue and 98 per cent of its 
readers are middle-class Asiatics. 
Advertisements, most of them 
strange mixtures of vertical 
(Chinese) and horizontal (English) 
lines of type, include many for 
brands famous in this country 
(Yardleys, Raleigh Cycles, Bond- 
fix, G.E.C. Radio, Tokalon). 
London representatives are 
Thomas of Fleet Street Ltd. 
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For many years Spicers have submitted their 
papers to laboratory tests. The opening of the 
new paper testing laboratory at 19 New Bridge 
Street in 1946, served in fact only to set the 
seal on a practice long established. Sheets from 
deliveries at the warehouses are sent to the 
laboratory for comparison with the standards, 
The laboratory is fully equipped to test for 
weight, strength, thickness, furnish and sizing. 
Precise examination can be made of any samples 
submitted. 

It must be admitted that paper testing is one 
of the least difficult parts of the job to-day. 
Papers of all kinds are in such short supply that 
the real difficulty is to fill the needs of the con- 
sumer. It is not easy in these circumstances to 
impose standards which would have been taken 
for granted in the days before the war. To-day 
one can but do one’s best. That this still amounts 
to something can be measured by the fact that 
despite present difficulties, Trade users in 
increasing numbers continue to bring their 
problems to be dealt with at 19 New Bridge 
Street, or at one of the fourteen Provincial 


Branches of :— 


SPICERS 


THE PAPER MAKERS 
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\. AVERAGE for 6 MONTHS ended DEC. 31, 1950 
7 IN EXCESS OF 


38.000 


COPIES PER DAY 


THE 


CITIZEN 


(GLOUCESTER) 


mn Excess OF 15.000 copts per weEK 


THE GLOUCESTER JOURNAL 


features © 
built up_ custom 
below—Terminus 
attention. 


Many concern 


h The Strand Litho 
uu are invited to co 


2691—where you will receive cou! 
“ALL-IN” SERVICE 


Multilith and Rotaprint Machines 


quality, Both are 
) consistent high a P gy bs 
miact the address 
rteous and immediate 


rehensive service invaluable 


s find the Strand ise compan handies the job from 
a 


Simply supply the basic dy for your machine 


idea to finished plate rea 


157 FARRINGDON RD. LONDON E.C.1. Telephone Terminus 269! (4 lines) 


or 


= 1“ 
NCIMLE 


iv 


POINT OF SALE 


advertising 


te SHOWCARDS ¥& SIGNS ¥ DISPLAY 
STANDS IN METAL, WOOD AND 
PLASTIC METAL PRODUCTS 
%& ILLUMINATED SIGNS 


ACME sSHOWCARD & SIGN CO. LID. 
Paragon Works, Enfield, Middx. 
Tel : Howard 165! Est. over half a century 


b nOWCARDSs 


ot CARDS: STREAy 
og. 0 ST ERs“ ~ 


uP 10 ANY s)2r ‘XN 


Gonsulf. pas 
SILK SCREEN ARTS Lt 


97 SHIRLEY ROAD. CROYDON 
ADDISCOMBE 314 ?-6 


SPEEDY SERVICE 
EXPRESS 
DELIVERY 


HIGHEST GRADE 
CLEAN & SHARP 
CRAFTSMANSHIP 


Rathbone 241 - 


a) 
A /) wy f/- 
| a tcs6 


“NEW LOOK” 
IN 


PRINTING: 


) Sf. ) 
Nicci de tonete tory 


154-156 Fenchurch Street, £.C.3 
Man 2616 


Est. 1908 Phone : Hol. 8641/2 


87/93 LAMBS CONDUIT ST., W.C.1 


Directors : 
George Miall, Arthur Lambert, Percy Millward 


House to House distribution of 
| circulars ete. by men under efficient 
supervision. Envelope Addressing, 
Folding, Enclosing, etc. Sandwich 


DAYLIGHT GLOWING POSTERS | Boardmen. Street Paper selling. 
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LETTER FROM INDIA 


By G. H. GATES-REED, M.I.A.M.A. 


’7HEN the need is transla- 
W tion work, whether of a 
technical matter, of sales copy 
or a slogan, the issue becomes 
extremely complicated in any 
attempt to obtain all-India 
coverage. 

One can become involved in 
working in as many as twelve 
languages; and the differences 
between Tamil (Southern India), 
Gurmukhi (Punjab), Hindi (the 
Lingua Franca to be), Marathi 
(Western India), Bengali (Eastern 
India), to generalise with a 
selected few, are more compli- 
cated, more varied and intricate 
than those existing between 
English, Spanish, Russian and 
German. 

Carelessness is dangerous and 
costly. The translator will need 
a great deal of guidance, of 
brieting and watching no matter 
how literate, how erudite he may 
ec. 

“Bright” is a word which oc- 
casioned me considerable trouble 
five years back. It was the key 
word among five to be used in a 
slogan, the particular emphasis of 
which was on the sparkling effect 
of a bright paint finish. In trans- 
lation however, as we discovered 
to our dismay after a year of 
usage, the bright we knew had 
become “garish” in most instances. 

I do not wish to set up a red- 
herring stall, but a general review 
of all translated material will pay 
dividends. 


* * * 


NOTHER headache in India 

is that each of the written 
languages has its own script. 
There is tremendous scope here 
for agencies in India to do a 
great deal more research and ex- 
Perimentation than they have 
done so far with particular refer- 
ence to the production of logo- 
types in vernacular for what are 
essentially trade names, and also 
in the development of good 
vernacular display faces. 

A study of the best of India’s 
vernacular magazines reveals a 
paucity of arresting display types 
not only in the advertisements 
but also on the editorial side. 


* * * 


URMAH-SHELL have de- 

voted a series of petrol ad- 
vertisements to appeal to women 
drivers, either actual or “back- 
seat” drivers. Fashion drawings 
by Robb have proved effective 
eye-catchers. Appearances are 
in quality magazines only. 


* * * 


EPRESENTATIVES of 27 
of Bombay's most progres- 
sive firms met recently to pass 
a resolution condemning a tenta- 
tive suggestion that the Audit 


Bureau of Circulations (India) 
should suspend activities and the 
issue of “A.B.C.” certificates 
during 1951 because of the effect 
of the newsprint shortage on cir- 
culations. Few of the firms repre- 
sented were advertiser members 
of A.B.C., but their unanimous 
resolution produced the desired 
response from the Indian and 
Eastern Newspaper Society. 


* * * 


|} apes advertising continues 
to grow in popularity. Radio 
Ceylon announced recently that 
the Standard Vacuum Oil Co. 
have bought a news spot on the 
early morning programme. 


Founders Are Blamed 
For Lack Of Type 
Varieties 
Keith V. Monk, 439 Cranbrook 

Road, Ilford, Essex, writes: 

Mr. G. H. Gates-Reed’s men- 
tion of the paucity of vernacular 
display typefaces in India (Letter 
from India, March 1) was, I 
thought, very fair comment but 
only touched lightly on a situa- 
tion calling for some action by 
type founders, 

The advertising agency with 
which I was connected in India 
decided to sponsor a competi- 
tion to encourage our own artists 
to design what they considered 
to be suitable display faces, with 
prizes for the winning designs. 
Such surprising interest was 
aroused that we were forced to 
limit entries to two per person. 
Contestants entered a complete 
alphabet (and numerals) and a 
short sentence showing the 
characters in use. 

The adjudicating committee 
consisted of a representative of a 
type founding company who gave 
his opinion on the practical and 
technical aspects, several acknow- 
ledged authorities on Indian 
languages, and myself, as art 
director of the agency, in a non- 
voting advisory capacity. 

All the entries were judged to 
be technically practicable by the 
type founders representative. 
The range of lettering varied 
between a weighty Beton style 
Kanarese and  Locano - style 
Devanagri script. 

The prizes were awarded, and 
a type company was told that we 
would be only too pleased if 
they would utilise the designs. 
And that was the last we heard 
of it. 

It does seem to me that the 
responsibility for introducing new 
type faces to a market so lacking 
in type variety as India rests 
fairly and squarely on the 
shoulders of the type founders. 
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ag Productivity — NoWAS 


[a.F 1 


Transcription errors are eliminated be 


cause dictation is recorded word for word. 


IMPORTANT IN THE OFFICE 
AS IN THE FACTORY- 


Modern methods mean as much to office efficiency as to 
factory productivity. Present day shortage and costliness 
of efficient office staff demand a new approach to office 
organisation. 

The Emidicta is the answer—it heralds a new era in office 
system. Its electronic efficiency slashes the time and costs 
involved in out-of-date methods of dictation and transcrip- 
tion. The Emidicta is the ever present, ever ready secretary 
—taking notes—reminders—letters—reports—all perma- 
nently and spontaneously recorded for transcription at the 
most convenient moment. 

Study its points—use our coupon to secure a free demon- 
stration and full explanation of its unique scope. 


Emidicta 


THE ELECTRONIC DICTATION MACHINE WHICH OUT- 
DATES ALL PAST ACHIEVEMENTS IN THE FIELD OF 
RECORDED DICTATION. 


The EMIDICTA is produced by E.M.I., the great electronic engineer- 
ing organisation which includes “His Master’s Voice’’, Marconiphone 
and Columbia — past-masters in the art of recording and sound 
reproduction. 


pace cenaen neki 


3 THIS COUPON CAN SHOW THE WAY 
TO GREAT SAVING OF TIME AND 


money IN YOU ‘OFFICE WORK 


To E.M.I. Sales & Service Ltd., Emidicta Division Dept. 1. 
363-367, Oxford Street, London, W.1. 

Telephone. Mayfair 8597, Grosvenor 7127/8. 

Please send full details of the EMIDICTA, 


Name 


Address 
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Y four-week trip started 
Mv a week-end flight via 

Rome, Cairo, Bahrein and 
Bombay to Ceylon—youngest of 
the British Dominions, but 
already following so many other 
Commonwealth countries and 
adopting commercial broadcast- 
ing. 


‘ 
Ceylon 

Heirs to the magnificent trans- 
mitter erected for the use of 
South East Asia Command, 
Ceylon now offers, in addition to 
a short wave service aimed prim- 
arily at India and Pakistan, a 
domestic medium wave commer- 
cial service primarily for the local 
Ceylon listeners. 

As always in a country of 
mixed races and different langu- 
ages, the problem arises of how 
to reconcile a programme service 
giving the most entertainment to 
the maximum number of people, 
while capturing, for at least part 
of the day, the largest possible 
part of the potential audience of 
differing races and languages. 

This is a problem of consider- 
able importance to British ad- 
vertisers using all commercial 
broadcasting stations in the Far 
East. Probably the nearest to a 
successful compromise is a ser- 
vice basically in the English 
language, with the accent on 
Western music, but with limited 
periods of the day reserved for 
music in the vernacular. That is 
the pattern of broadcasting on 
Radio Ceylon, both for domestic 
and short wave services. 


Al 
Singapore 

From Ceylon to Singapore, one 
of the many British overseas 
possessions where Overseas Re- 
diffusion have launched a form of 
commercial broadcasting. 

Here the language problem is 
not so acute, for Rediffusion are 
able to offer a twin service, one 
in the Chinese language and the 


other entirely in the English 
language. Apart from the con- 
siderable European _ and 


Europeanised audience, the 
younger element among the 
Chinese population generally 
prefers Western music and enter- 
tainment. 

Singapore is one of many 
places where the modern phen- 
omenon of the young Chinaman 
who cannot speak Chinese is fre- 
quently found. The impact of 
Western and B.B.C. programmes 
on the young Chinese population 
is very considerable. 

Another factor to be remem- 
bered is that films, and particu- 
larly Hollywood movies, influence 
local knowledge of the English 
language. English language can 
sell goods in these markets, but 
it is the language not of 
Shakespeare, but of Humphrey 
Bogart, at any rate so far as the 
younger generation is concerned! 


Australia 


I passed on through Djakarta 
to Darwin, Sydney and Mel- 


COMMERCIAL BROADCASTING OVERSEAS 


Not long ago HARRY ALAN TOWERS left London by 
plane. He is back now and in this article gives impressions 
from his trip— 


Round The Radio 
World In 28 Days 


bourne. Commercial radio in 
Australia presents a vital and 
exciting picture. There is a 
highly competitive market with 
over one hundred flourishing 
commercial broadcasting stations. 

In Sydney and Melbourne, the 
competition is, of course, par- 
ticularly acute, and with so many 
Stations offering such a good 
signal to so large an audience the 
accent is on programmes. 

My arrival in Australia co- 
incided with two moves in the 
general programme picture, which 
excited a lot of attention, particu- 
larly in advertising circles in 
Australia. 

First, one of Australia’s top- 
ranking programmes for many 
years, the “Lux Radio Theatre” 
was taken off the air by its spon- 
sors, and substituted by two half- 
hour Australian productions, of 
the very successful American 
script shows “My Friend Irma” 
and “Fibber McGee and Mollie.” 
It is perhaps unwise to judge 
them on the limited basis of a few 
weeks, but the immediate re- 
action of the Australian listener 
was to regret the passing of an 
old friend in the “Lux Radio 
Theatre.” 

The Australian Towers com- 
pany has been concerned in 
another much-heralded  pro- 
gramme development, the advent 
of “Much Binding in the Marsh” 
as a commercial radio pro- 
gramme. The B.B.C. transcription 
of this programme as broadcast 
by the Australian Broadcasting 
Commission had already built it 
into one of the most valuable 
programme properties in 
Australia. The commercial 
Stations had actually requested 
the ABC some months ago to re- 
schedule the B.B.C. version be- 
cause it was doing immense harm 
to commercial programmes 
broadcast at the same time. The 
publicity accorded to the switch 
of “Much Binding” from the 
B.B.C. to Luxembourg was per- 
haps even greater in Australia 
than in Britain, and after a great 
deal of competition among 
stations, networks, and sponsors, 
the programme was sold to Aspro 
and is being broadcast over 2UW 
in Sydney and over some forty 


associate stations throughout 
Australia. 

A number of other large British 
shows, including “The Gracie 
Fields Show,” “The Charlie Kunz 
Programme” and “Box 13” are 
also currently on the air in 
Australia, while shortly to be 
broadcast there are “The Donald 
Peers Show,” “Vera Lynn Sings” 
and “The London Story.” 

There is, naturally, much con- 
cern in Australia about the pos- 
sible impact of commercial tele- 
vision, but until after the forth- 
coming election it is impossible 
for any definite plans to be made. 
The present policy of the Govern- 
ment appears to be to com- 
promise on the issue and the 
result has been incessant delays. 
An experimental TV station is 
scheduled for erection in Sydney 
and the Federation of Commer- 
cial Radio Stations have been 
invited to assist over the develop- 
ment of programmes. All this lies 
in the future, and for a long 
time to come radio will and must 
remain a major advertising 
medium in Australia. 


New Zealand 


I fitted into my Australian 
itinerary a short visit to New 
Zealand, where commercial 
broadcasting remains a Govern- 
ment monopoly operated by the 
National Broadcasting Service of 
New Zealand Commercial Divi- 
sion. Radio advertising here 
enjoys great prestige and success, 
and there is much competition 
among advertisers for available 
air time. For instance, the Colgate 
Palmolive Co. have bought the 
“Much Binding in the Marsh” 
show. 


U.S.A, 


I flew on across the Pacific via 
Fiji, where, incidentally, “Much 
Binding in the Marsh” is to be 
broadcast commercially, the first 
English language sponsored pro- 
gramme to be heard in this terri- 
tory; and on to Honolulu, where 
a number of our programmes are 
broadcast—to Hollywood! 

e American radio picture is 
far too involved to be covered 


cee 
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in brief. However, it is interesting 
to see thal, while there is enor- 
mous interest and concentration 
upon the deveiopment Of teéie- 
VisiOn aS aM advertising Medium, 
MadQy Major American adverusers 
wao a few moauis ago considered 
the days of radio practically over 
are now staying in radio with big 
appropriauons for the winter uf 
lydij>2. hey are influenced 
mauiniy by two factors. First the 
exisung and possidly extending 
curlaument OL the erecuon ct 
furtner television stauons, the 
avauapility ot TV sets due to 
America’s re-armament _spro- 
gramme, and on the other hand, 
ime niga and growing cost ot 
television programmes and station 
ume taciiues. The size of some 
of these expenses have already 
been widely publicised in this 
country, but waile they are, it 1s 
true, enormous it is a littie mis- 
leading. 

lt is worth remembering that 
whereas commercial radio almost 
invariably involves steady weekly 
appropriation, many top tele- 
vision programmes are heard on 
a fortnmigntiy or even a monthly 
basis. Also, despite enormous 
developments, the whole picture 
of television programming is still 
in its infancy, and major adver- 
tisers are sometimes prepared io 
embark on a single or short series 
of expensive programmes as an 
experiment, in the belief that the 
television audience can be suffi- 
ciently increased by a programme 
of sufficient star value to justify 
this occasional plunge. 


Canada 


In Canada, where I spent a day, 
I found that the winter of 1951/52 
will see the opening of the first 
CBC television station. To date 
Canada’s sole knowledge of TV 
is based upon across-the-border 
viewing from U.S. stations such 
as Buttalo. The fact that the in- 
dependent and privately owned 
commercial Canadian radio 
stations have not, as yet, been 
allowed a foothold in television 
will mean an infinitely slower 
development in Canada than in 
the United States. Again, natur- 
ally, radio must have a much 
longer life. 

One effect of the growth of TV 
in the United States is that many 
American advertisers, who pre- 
viously relayed their American 
programmes across the border, via 
Canadian stations, no longer 
originate a U.S. radio show and 
are therefore having to buy tran- 
scriptions or locally produced 
programmes specifically for 
Canada, 

And so, after a round-the- 
world journey, which took me 
just twenty-eight days, back to 
Britain where, unless the minority 
report of the Beveridge Commit- 
tee gets a favourable hearing in 
the House of Commons, we are 
to be condemned once again to 
be a non-commercial oasis in a 
highly competitive world, but an 
oasis where a knowledge of radio 
and television and their advertis- 
ing value is proving, to an in- 
creasing extent, an essential part 
in modern sales techniques. 
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«e-SO much good work, 


so many famous names, 


~so why the BUSHEL? 


Robert Bartlett is an advertising 
man who has been around on both sides of the 
Atlantic —“* more than somewhat”. Such experience 
gives a man pretty high standards of comparison. So, when 
he joined us recently, we asked him for first impressions ; 

“ These names are your best recommendation,” he said. “ You've 
helped to make them famous, but you ought to publicise yourselves 
more. You’ve got a really unique set-up here. You can give wider and 
more flexible service than ordinary organisations. Your self-contained 
units, with experts in every field of advertising and publicity, are just 
the thing for today’s quick - change conditions. After all, you’ve got 
thirty years continuous experience of service to first-rate advertisers. 
There must be plenty of people in other lines of business who could 
profit from ppc-planned advertising.” So now we remove the 
Bushel from our Light. To learn how and why ppc-planned 
advertising could mean more to your business — ring 
TEM 7982. (Miss Blane, Managing Director’s 
Secretary will fix an appointment. ) 


“PICTORIAL PUBLICITY COMPANY Ltd. 


28 _Denmark Street, W.C.2. 
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ARTISTS AND 


STUDIO 
Velephone: 


PHOTOGRAPHERS 


BRIGG: 


e2 CHENIES STREET-WC-l 


Engineers contribute engineering articles of real 
technical interest for all other engineers w read 


WUdeun O404 


MECHANICAL WORLD 


AND ENGINEERING RECORD 


THE 


CHMOTT é co. LTO. 
CHESTER OFFICE 


IDEAL ADVERTISING MEDIUM 
TO APPROACH THE ENGINEERING INDUSTRY 


21 BEDFORD STREET, LONDON W.C 2 
31 KING ST WEST. 


REET 


IN WHICH 


MANCHESTER 3 


Planned 
SALES sip aleaaiviiniadan 


Design, Copywriting, Print, Display & Pangrenhy 


Please contact Group Director, W. Warner 
ASTRAL ARTS GROUP LIMITED and Associated Companies 


* 
245 VAUXHALL BRIDGE ROAD, S.W.1. 


ViCtoria 5303 (6 lines) 


WE WANT 
AN 
AGENT 


with any clients whose products 
or services appeal to the water 
engineer, sewage engineer, or 
municipal engineer to let us have 
the opportunity of proving that 


“THE WATER & SANITARY 
ENGINEER” 


G. F. TOMKIN LTD 


FOR 
WEEKLIES 


AND 


MONTHLIES 


consult 


Lux 


is unbeatable as a first rate Day and Night 
medium, Contact the Advertising ~ fe oy 
Manager at 32 Finsbury Square, 1/5 Grove Green 
EC. ye phone MONarch 1541. LONDON, E.1! Tel. LEY 1164/5 
- DISPLAYS lA AER 
oe EXHIBITION STANDS NI FoR Ro ee 
a J 
DISPLAYS LTD. JOHNS, SON a ious 
HALL BRIDGE ROAD] | ATH ST. he 
Veronin Swi. TEL VIC OID | 2-4 EPWER aon CNS 


Plastics are being used increasingly 


appearance to display material. 


counter in navy-blue, 


to give a smooth, finished 


| Jaeger use Formica in the Ladies’ 
Etcetera department at their Regent Street store. 


This 30 ft. J-shaped 


with its contrasting surfaces of silver-grey, 


provides a pleasing background to the display of scarves, belts, 
gloves and other goods. 


What Delegates Hope To Gain 
At The July Conference 


What do overseas delegates expect to gain from the Inter- 
national Advertising Conference? Below we give a digest of 
some of their hopes, expressed in letters to Conference 


organisers in London. 


J. A. Van Den Houten, Jr., 
managing director of the Recla 
Technica advertising agency of 
Amsterdam wants the chance “to 
contact advertising agency man- 
agers, to see what they have done 
and to hear how they are doing 
it.” He considers the Conference 
important for Holland as it may 
lead to opportunities for adver- 


tising British goods in that 
country and thus help inter- 
national trade. 

Miss Jacqueline 


Grandfils, 
Secretary of the Club de Ja 
Publicité, Belgium, has a_ par- 
ticular interest in the organisa- 
tion of the Conference because 
the 1952 meeting of the Union 
Internationale de Publicité is 
likely to be held in Brussels. 

Aage Schibsted, managing 
director of the Gillette Safety 
Razor Co. of Norway, says “The 
Conference is important for Nor- 
way, because it will lead to still 
further improvements in adver- 
tising methods.” 

Lester Beall, U.S.A., is attracted 
“by the opportunity of discus- 
sing with advertisers and adver- 
tising people of other nationali- 
ties some of the basic problems 
governing all advertising.” He 
considers the importance of the 
Conference to be “the oppor- 
tunity to exchange democratic 
ideas—ideas that can in turn be 
used to sell to the world the aims 
and ideals of democratic thinking 
so truly em by Britain 
and the U.S. 

Arvid Serene director of 
Hoydahl Ohmo advertising 
agency, Norway, is attracted “by 
the possibility of seeing exhibi- 
tions of posters and Press adver- 


tising and examining progress in 
the use of the film as an advertis- 
ing medium.” 

Jean Bonherbe, director of 
0.J.D. (Office de Justification 
de la Diffusion des Supports de 
Publicité) hopes to find support 
during the Conference for the 
formation of an “Entente Inter- 
nationale des A.B.C.”, an idea 
put forward by his own organis- 
ation and approved in principle 
by the World Publicity Congress 
of Paris in 1937. 

G. C. F. Nicaese, Belgium, 
advertisement manager of Het 
Laatste Nieuws, thinks the Con- 
ference will emphasise “the fact 
that we clearly should see that 
publicity is only possible in a 
free Europe, and that publicity 
protects free enterprise.” 

W. George Akins, president of 
the Walsh Advertising Co., Ltd., 
of Toronto, considers the import- 
ance of the Conference for 
Canadian advertising to be the 
opportunity “to assist foreign 
manufacturers profitably to mer- 
chandise and sell in the North 
American markets.” 

G. H. Patterson, governing 
director of George Patterson Pty. 
Ltd., Australia, hopes for “better 
standards of advertising practice” 
from the Conference and a 
resulting determination by adver- 
tising people and advertisers “to 
exert great influence on constant 


national education of the 
masses.” é 
Keith Buffam, managing 


director of the Roth-Buchner 
Co. of Berlin-Tempelhof, says: 
“Although my knowledge of the 
advertising business is limited, I 
look forward to learning some- 
thing and having my _ ideas 
brought up to date.” 
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Local lad 
makes good 


Many a young Midlander starts to read The Birmingham 

Post because he thinks it is the thing to do. After closer 
acquaintance with the paper he learns why it has achieved this 
reputation. 

The Birmingham Post’s service to advertisers gives them one of the 
widest “A” class readership of any provincial morning newspaper in 
the country, effectively concentrated in the prosperous Midlands. It 
is the paper for those who will “get on” as well as for those who 
have already “arrived.” 


*% Dnagram based on populations of selected 
Midlands towns, taken t last cenpus 


mingham approxima ome million 


To cover the Midlands first cover Birmingham 


2 , » ° 
The Birmingham Post 
Morning Daily Member of A.B.C. 
Birmingham Mail Birmingham Weekly Post 
Evening Daily The Family Journal 


38 NEW STREET : BIRMINGHAM 2 


London Office: 88 FLEET STREET, E.C.4 


Branches at Blackheath, Bromsgrove, Coventry, Dudley, Kidderminster, Leamington 
Redditch, Tamworth, Walsall and Wolverhampton a 


yf sf 3 a ya . Se io £520 ae a? ae 
eee cs re". AaRae ae a ee ee . > 
yg gala i a — z w. > nn -_* 7. / ea... - ee. 7 q p Fi (| F 
i ae : ‘ 
—_— . ——— : aS 
é a da 
- , epee 
a x | ADVERTISER'S WEEKLY ‘geil 
. c oe ae , 
f st * Soe el a 
— ~ 4 “4 we 
; ‘ ai. : f 
4 : . Se 4 0 ahs 4 
7 a Sj Fs eer a: 
: va 7, “ — > “a > oe 
a a > ed “g ay: 
ond .. At x 
> : : ‘i se 
ee a wo e 
ae eS ™ " , 2 Cay ; 
4 \ . oe 4 oa iy w 
id aS 2 Was, te = gore e 
; . —e \\ Sa a3 
nN Pras \ — You . a <ye Bhi © 
Se W\ ‘ 5 7 =o 
‘ 4 . é = wpe 
\ & NY: ann &* row ao ni f Pa 
“F : \ a eee — " ee te 
a \ Wis Le J ee 
: \ g * a alts ght Ff ‘a 
% coy ¥ \ \ ae wl er #4 te 
7 § ? ‘ (fay “. > or go ‘ ; Fi : 4 » =. 
i t, + q oN ‘ : ; roe. 3 = 
s , \ “ , Re as 4 ide . 
: nA til f Rae ~ on ’ \~ je" 
a. ‘ co - Re 
: ‘ eet : % 
: NS of c 7 
; \ th 
* | ¥ 
: \ a 
% \ 1 
, \ ; 
f \ ; sy 
te 
3 = 
se 
a & 
C 
a i. 
; ‘in 
a 
ay ‘a 
we , 
4 i? . 
Bot a Siero ‘a 
* 
ug ‘ 
) ee <a 
oe ni ne 
nsf -2e 
ss re 
i oh 
i. ay 
gi et 
ie ee 
is 
fe al ly 
she M, 
sa thy 
- r 
. PFS TR ES EIT TIT a 4 
. SSS FFF FF SIE SS FSS FEF : 
a : - ° F s S32 e Pd = s ? bad P a a 
: ‘ - ? ° : PO . - 
e £ oh 
F i) an 


ADVERTISER'S WEEKLY 


Aprit 5, 1951 


ad 


eR Ue aie ie ie 
4am ag 
— oe Ft fe 
eontd i 


we: 


OP TPE EY Se ey ite 


atten Opie 
=e. 
Tayiva Tas 


pen ee ee re Seuabie: tags 


7 y + se een Slee a AS Ties | Sa cm Seem 
sin Zs ote 
| ‘ r Tite 
BO eee ro OS Oe ee a re f i e on 
ial 
ee 32 a 
Ee enero 
j 
g 
‘ 
a 
; 
+ 
t 
| | > 
ec 
FF 
11 
‘i . 
. 
: ° 
Cc. 40 
} — Ss lessesssssnsssssnstesssssssnsnssnsssssss 
: 
‘ 
3 de 
i oe =. ‘4 
. SS 


ee, > 


ie 


Press, posters and films 
give complete coverage 


By B. D. COPLAND, 


advertising campaign the 

selection of media to be used 
will generally be preceded by a 
study of the market, and its 
individual characteristics will 
determine the final choice. In 
the planning of a nation-wide 
campaign the selection’ of 
national media will most likely 
be followed by a critical exami- 
nation of their penetration into 
each region. Whichever 
approach is called for, media and 
market information are inextric- 
ably bound up with each other, 
but very often regional peculiari- 
ties are first brought to the notice 
of the advertiser by a study of 
readership patterns. 

Look for example at the chart 
below which illustrates the differ- 
ences in newspaper reading 
between the North of England 
and the country asa whole. The 
percentages which refer to the 
north represent the newspaper 
reading habits of 5,576,000 adults 
and these are the result, to a 
great extent, of the geographic 
and economic structure of the 
region in which they live. In 
this part of the world morning 
Papers are read by fewer people, 
but provincial mornings are 
relatively more important. 

The evening Press as a whole 
reaches just over 80 per cent of 
the adult population and occu- 
Dies a stronger position here than 
in any other part of the country. 
On the other hand, only one 
adult in three reads a local 
weekly. 

For the purpose of this review, 
Yorkshire and the North is 
equivalent to the Hulton Survey 
Northern Region, consisting of 
the three Ridings of Yorkshire, 
Durham, Northumberland, Cum- 
berland and Westmorland. The 


[= the planning of a localised 


of London Press Exchange Ltd. 


Yorkshire, Durham, Westmorland, Cumberland and Northumberland 
(the counties covered in this Survey) are blessed with strong local media. 
How to integrate these with the national Press is discussed in this survey. 


Registrar General divides the 
area up in two ways: first separ- 
ating the East and West Ridings 
and then treating the remainder 
as The North. These are the two 
Regions used for Ministry of 
Labour statistics. 

The second breakdown, which 
is, incidentally, the older, is 
perhaps more suitable for 
marketing purposes. In this, the 
two more densely populated 
areas of the West Riding and 
Durham and Northumberland 
are separated by what the Home 
Market calls the Northern Rural 
belt. Breaking the area down 
even further we can show (Table 
I) how the population of the five 
counties is divided according io 
town size. Rather more than 
half of the 7,219,160 inhabitants 
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live in large towns 
with populations 
of 45,000 or more 
dnd, in all, 83 per 
cent are town 
dwellers. 

Table I, al- 


though it may give 
a broad indication of the char- 
acteristics of the North of 
England, requires some elabora- 
tion if it is to be any real use 
for marketing purposes. In the 
first place the division into rural 
and urban areas cannot safely be 
based on the type of local 
government. In the West 
Riding, for instance, there are 21 
Rural Districts with a combined 
population of 421,670, but no 
one with a personal knowledge 
of the area would classify the 


inhabitants of Wakefield, 
Rotherham or Doncaster Rural 


Districts as countryfolk. AG 
journey by road from Leeds to ~ 
Sheffield would soon provide ~ 


evidence to the contrary. Not 
only are the people in such 
districts as these engaged in 


predominantly urban activities, 7 


but their proximity to the larger 
centres of population means that 
they must, for advertising pur- 
poses, be considered as part of 
them. Other examples of urban- 
ised rural districts will come to 
mind, particularly in parts of 
Northumberland and Durham. 

The first move must therefore 
be to segregate the truly rural 
districts from those which more 
properly belong to the adjacent 
conurbations. For this purpose 
we can use the industrialisation 
index described by Gray and 
Corlett in their paper on 
Sampling for the Social Survey. 
The index is produced by express- 
ing the rateable value cf 
industrial property as a fraction 
of the total rateable value of the 
administrative area. Even a 
cursory examination of the index 
figures shows that there are at 
least a dozen districts which can 
safely be treated as parts of the 
conurbations with which this 
survey is concerned. 

Before leaving the subject of 
rural districts, it is of interest to 
note that the view of the north 
as an area of contrast is fully 
borne out by the population 
density figures. On the average 
there is, in these districts, a 
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I—POPULATION BY TOWN SIZE 


1951 
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density of about one person to it is correct to consider the | Total 100,000 + 45,000 15,000 15,000 Rural 
every five acres, while in the clothing and woolleti district 4s © Cumberland ... | 281,150 _ 67,060 62,610 | 32,490 | 128,990 
remainder of England and Wales distinct from the heavy industria! | 100% 23-9°,, 18°7 116% | 45-38% 
the figure rises to one per four region in South Yorkshire, of 53am 1,464,540 $04,610 | 279,120 460,540 | 36,460 | 284,110 
acres. Excluding the rural nage Sheffield oe po 100°, 276% 191% | 314% | 24% | 18-4% 
districts that are closely asso- ut, if we are thinking of suc . aoe pose eo crypt oy = 
ciated with the acon, Mi eel things as distribution and the Northumberland 7.1/0 oo | ie | ete | | ym 
each countryman in the north has circulation of the provincial ~ - 
about seven acres to himself. Press or the planned cover of a Westmorland ... a = - 9) 820 | 13,430 | 34,650 

The next step is to group the poster campaign, we might just d SOUR | Ve 22% 
urban areas into conurbations. as well draw a straight line from = Yorks. E.R. ... | 505,943 | 206,600) — 75,100 | 28,302 | 105,041 
As far as the West Riding is Goole to Skipton and treat the | 100% 58-7% | 148% | 56% | 20-9 
concerned, the problem scarcely whole of the area south-east of Yous NR... | 523,317 | 145,050 | — 127,050 | 75,306 | 174,209 
exists. Both the Marketing _ this — - .* great — 100°, 27-8% 114-4% | 334% 
Survey of the United Kingdom | tion. /ithin the area there are pyar ape oe Pa PEER —— 
and the Faw Market secognise several major focal points,such as Yorks: W-R- nee in | wee | iste | oe | ee 
a West Riding conurbation Leeds and Bradford, Hudders- — — — - 
centred upon Leeds and, possibly _ field, Doncaster, Rotherham and TOTAL | | ' ark ae a 1,008,080 50t, 7 1,260,111 
from the point of view of simi- Sheffield, but the 3,229,000 : = om od m4% 
larity of occupation and industry, people who live here in fact form a large and rematkably 


homogenous market. 
In just the same way the Tyne 
and Tees conurbations are joined 
by a string of urban and urban- 
ised rural districts and the north- 
eastern conurbation can 
simply defined as the 2,374,000 
people who live to the east of a 
~ rough semi-circle with its extre- 
mities on the coast at Amble in 
Northumberland and Loftus in 
the North Riding of Yorkshire. 
Between them these two conur- 
The chimneys of Halifax— 
and many other Yorkshire 
towns—are in for a busy 
time. The purses of the work- 
ers will reflect their activity. 
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There may seem to be a lot of names on this map. 


There are. But the scale still isn’t big enough to show 


all the towns in Yorkshire and the Northern Counties 


that have National Solus Sites. In this area there are a 
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SHE’S NOT COOKING.... 


She is an attractive Bradford girl fixing handles 
on cups in one of the largest plastic utensil factories 
in this country—in Bradford. Everybody associates 
Bradford with wool which is the main industry. 
But there’s more to Bradford than wool. 

Take this young woman with the cup handles: 
she buys the local paper, the TELEGRAPH & 
ARGUS; it tells her what’s going on in the world 
and—much more important—what’s going on in 
her city. In it she’ll find all the activities of her 
community reported for her. Mrs. Smith has just 
had her baby christened. There’s a dancing com- 
petition. The paper will tell her where it is, what 
famous band will be playing, which famous film 


star will present the prizes. She'll go; next day 
she’ll buy the YORKSHIRE OBSERVER and, 
probably at the end of the week, the YORKSHIRE 
OBSERVER BUDGET, to see a full report with 
photographs. She is typical of thousands in Bradford 
—all working hard and all earning good money. It 
was recorded recently that the turnover of cash in 
the Bradford banks was the fourth largest in the 
country. In this spending Bradford people look to 
the TELEGRAPH & ARGUS, the YORKSHIRE 
OBSERVER and the YORKSHIRE OBSERVER 
BUDGET for guidance. If you want to sell your 
goods in Bradford, the sure way is to advertise in 
these papers. 


YORKSHIRE OBSERVER wornine) 
TELEGRAPH & ARGUS cvenina) * 
YORKSHIRE OBSERVER BUDGET weeny) 


ERNEST LUMSDON: London Advertisement Director 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 
167-170 FLEET STREET, LONDON, E.C.4. TEL: CENTRAL 3265 


MANCHESTER OFFICE: 
MIDLAND BANK HOUSE, 26, CROSS STREET, MANCHESTER 2. (TEL : BLACKFRIARS 3930 


NET SALE 33,826 ABC 
NET SALE 123,527 ABC 


NET SALE 22,637 ABC 


Ty 
WP 


COVERS THE PROVINCES 


LEEDS OFFICE: 
RUSSELL CHAMBERS, MERRION STREET, LEEDS 2. (TEL : LEEDS 24998) 
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YORKSHIRE AND THE NORTH of the inhabitants of the norta- indication of a lower level of 
eastern — live in the purchasing power. On the con- 
bati , t ab. t of th lati large towns and the average trary, as Mr. Fogarty has said 
$600,000 pee or tt 4 whole Riding ae de ae Income Level Index here is 94. in his article on the Development 
three-quarters of the population eastern conurbation in its turn Generally speaking the —_ Areas,* “The level of retail sales, 
of the area covered by this accounts for a similar proportion '0W®s inside conurbations have especially of goods other than 
review. What is more, all but of Durham and Northumberland. [Wer indices and it is not sur- food, has risen substantially 
five of the 27 important towns More detailed information js  Prsing to find that in the main faster since 1937 in the regions 
in the north are inside these two available about the 27 large the urban centres of the north with development areas than in 
conurbations. These are Hull, towns to which reference was #¢ below the national average. London and the South. 

York, Ha Scarborough, made above. In the West Riding In fact, the figure of 98 is an The North-Eastern Develop- 

J rrogate, y 


. * bati indication, however broad, of a ment Area is also identical with 
and Carlisle. ee baa les ee satisfactory level of earning. the north-eastern conurbation. 
Two Compact and the average Income Levels There are two developmenr The — Cumberland area 

Markets Index figure for alleleven of them areas in the north but this, of SOVers the smaller industrial belt 


is 98. Similarly, about 52 percent course, is not to be taken as an —*Marketing Survey of the United Kingdom. 
The map On page 33 shows the 


boundaries of the two conurba II—ESTIMATED NUMBER OF EMPLOYEES AT END OF MAY 1950 
tions and also emphasises the c 
relative isolation of the five Males Females | 
remaining important towns. It is Juduecry Total on Tol | % | Tol | % 
worth noting that there are in — ay { 
hen North» of England wo Mg too ms) i we] at] ae] a 
prone sone gee gpg Treatment of non-metalliferous mining products otherthan | ne sad . afe ne pee dies es 
reasonable size ich are we eee 4 >» ae ‘ , 4 
served by their own Press and Chemicals and allied trades os ee 4 =< Ha oe 27 
also a series of valuable test fp incering, shipbuilding and electrical goods 55 12-0 | 423150 45 96,700 9-8 
towns consisting of a large port ve - lean’ 23 ate ee | 79,800 3¢ 
’ strial c e marke etal g not ei i . 26 r . ] ay 
and industrial centre, the market — Metal goo teewhere » on. o3 || 4850 | 05 | 12,190 | 0-4 
town for a rich rural area, % Textiles 54 | 133,160 41 | 246,900 81 
county town on a smaller scale, Leather, leather goods and fur os I 3,71 0-4 | 11,280 O-4 
} an inland spa and a seaside {Clothing oy 25 ie5c0 re | e—-4 + 
—— _— th —e a of wood and cork ‘3 | 12470 ss I rd 7 
ow oes e Standa oO aper an printing | ‘ > | » ‘ 
a : : ‘ 4 0-4 || 8,810 o-9 | 0-5 
living and the spending power in Other manufacturing in ustries 80 #410 05 1732650 58 
the north compare with other — Ges. electricity ~ pon dl i 20 | 4,110 0-4 46,830 15 
parts of the country? A general Teens ort an  Comemenicetion a $ | ate nt — 4 
~at} : » i istributive trades 7 2,18 . ‘ 
indication can be obtained from ety bE | 12,000 12 10 
the Home Market where esti- public administration and defence 60 | 45,060 48 167,780 55 
mates of the numbers of upper, Professional services ... + i] Her ad eyes 4 
middle and working class house- Miscellaneous services 1 | 2 ; ' 
: class: oo O1 _ 2 ‘ 
holds in each Region are given. ©*-*¢rvice personnel not ified by industry | acum | Place oh fh 
The West Riding conurbation TOTAL 2,099,510 100-0 | 943,440 100-0 3,042,950 | 100-0 
contains approximately 90 per 


arth e West Yorkshire 


A FERTILE MARKET: --- 


Selling in the prosperous North and West Ridings of 
Yorkshire and closely read by residents, farmers, manu- 
facturers, landowners, conference delegates and holiday 
makers, the R. Ackrill Group, affords Advertisers 
complete coverage of one of the most fertile markets in 
the North of England. 


At a Group rate of 11/6 pers. c. i., 
exceedingly well printed, with a high editorial prestige 
and a typographical service covering all modern faces, these six weekly 
newspapers are essentials for the schedules of National Advertisers. 
CERTIFIED AVERAGE bag aed _— for last six months of 


Certified by Peat, Marwick, Mitchell : 4 Pete ‘Accountants, 29 James St., Harrogate 


(RA cxentGroup ( 


Warrogate Advertiser.  Barrogate Berald. Knaresborough Post. 

Ripon Gazette & Observer. Pateley Bridge & HMidderdale Berald. 
Thirsh, Bedale X Morthallerton Times. 
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THE 
WORLD'S 
LEADING 

WOOL 
ADVERTISING 
MEDIA 


WORLD| WIDE 
CIRCULATIONS 


WOOL TEXTILE INDUSTRY'S EXCLUSIVE PUBLICATIONS 


WOOL RECORD & TEXTILE WORLD SKINNER’S WOOL TRADE DIRECTORY OF THE WORLD 
Contents Contents 

The Bradford Market 
Overseas Wool Markets 
London Wool Sales 
Exchange Gossip 
Foreign Wool Trade Statistics 
The Piece Goods Trade 
Cloth Construction 
Fashion Trends in Fabrics 
Hosiery and Knit Goods 


Headings in Six Languages 
General Trade Information 
Exporters and Brokers 
Merchants, Topmakers, etc. 
Rag Merchants, etc. 
Combers, Scourers, etc. 
Woollen and Worsted Spinners 
Manufacturers 
Dyers, Finishers, Proofers, etc. 
Yarn Merchants and Agents 
The Rae Trade Piece Goods Merchants, etc. 
ip : ho Classified Lists of Raw Materials, Yarns, 

* Chemicals, Dyeing and Finishing Fabrics, etc. 

Textile Machinery and Processes * Textile Trade Marks 

Weekly Topics of the Trade Mill Supplies and Services 


o 2£:6.9.3 42.2.5 & oD 


Published Weekly on Thursday Paoblished Annually 


Advertisement Rates on Application to 


THOMAS SKINNER & CO, (PUBLISHERS) LTD., 10 BOOTH STREET, BRADFORD 
London Office : 330 Gresham House, “Old Broad Street, London, E.C.2 and at Manehester, Montreal and New York 
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Pulling 
Power 
in 
SOUTH 


—— 


YORKSHIRE .... 


GALES Graphs for South Yorkshire 1 

show an upward trend when the 
Doncaster Chronicle is included in an 
advertising campaign covering this 
rich industrial area. 


The Popular Family Weekly. 


Doncaster Chronicle 


Member A.B.C. 
Head Office : SCOT LANE, DONCASTER 
Tel. 4001 


London Office : 171, 
Tel. Central 9693 


DONCASTER G& DISTRICT | 


| 
if 


/ 


em 


FLEET ST., E.C.4 


—————— 


stanley 
publicity 
limited 

norwich union buildings 


22 high street 


sheffield | 
telephone 20179 
& 26906 


staffed by a team 
of creative artists 
and writers 
whose ideas 

and Illustrations 
will really SELL 
your goods 
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on the Cumberland coast. Un- 
employment in these two areas 
stands at about two per cent and 
three per cent respectively as 
compared with -9 per cent in the 
East and West Ridings and 2-7 


| per cent for the whole of the 
| Northern Region. 


The present industrial situation 
in Yorkshire and the north can 
be illustrated by the new figures 
which have been recently pre- 
pared by the Ministry of Labouc. 
Until now we have had to rely 
for detailed regional breakdowns 
on the figures which relate to mid- 
1948, but with the satisfactory 
development of a technique for 
dealing with the National Insur- 
ance cards it has been possible to 
produce a more accurate and up 
to date picture of the industrial 
life of the country. 

A breakdown by industries of 
the employed population of 
Great Britain at mid-1950 has re- 
cently been published in the 
Ministry of Labour Gazette. A 
new “Red Book” giving regional 
figures at the same date is in 
course of preparation and we are 
able to give in Table II a sum- 
mary of the material relating to 
Yorkshire and the north. 

Workers comprise 42 per cent 
of the total population here and 
55 per cent of the adults; 31 per 
cent of them are women. a figure 
which is slightly lower than 
normal. The Northern Region is 
responsible for this. for in the 
East and West Ridings the figure 
rises to 35 per cent. 56 per cent 
of the working population is 
engaged in agriculture. miring or 
manufacturing processes and 
among these are 350.320 textile 
and clothing workers (212.240 
women), 310,260 coal miners 
(about 41 per cent of the total 
mining population of Great 
Britain), 296,700 engineering 
workers of one sort or another 


The Baitings Dam in the 
Pennines, near Wakefield, 
is well on the way to com- 
pletion. tt will be one of 
the largest in the country. 
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(14 per cent women) and 128,680 
iron and stee] workers. Despite 
the importance of mining and 
manufacturing, there are 79,250 
agricultural workers. 

An examination of the “ser- 
vice” occupations, such as trans- 
port and distribution, shows that 
nearly 49,000 men and women 
are employed in connection with 
trams and buses (proportionately 
rather more than in the whole 
country) and 217,000—just over 
seven per cent of all workers-— 
are concerned with retail distribu- 
tion. Figures like these, and the 
ones given in the previous para- 
graph, help towards a quick ap- 
preciation of the character of the 
area and, if viewed in conjunc- 
tion with the Tables of Average 
Earnings (Ministry of Labour 
Gazette, March 1951), provide a 
pointer to the level of earnings. 

There are, of course, many 
other figures which are useful 
guides to relative prosperity and 
to the size and extent of the re- 
action which can be expected to 
selling campaigns. For instance, 
the Index of Numbers of Sales 
per week for all merchandise is 
the same for the North-East as 
for Great Britain. Unemploy- 
ment. as we have already seen. is 
standing at 1:6 per cent for 
Yorkshire and the North against 
a figure of 1:4 for Great Britain. 
The London Press Exchanze 
Index of Regional Per Capita 
Purchasing Power for the whole 
of Yorkshire and the north is just 
on the national level of 100, and 
it would seem that this figure can 
be reconciled with the Income 


IIk—NEWSPAPERS IN THE NORTH 


Mornings | Evenings Sundays | Weeklies 
Cumberland — 2 _ 10 
Durham ; 1 4 — 12 
Northumberland 1 2 1 12 
Westmorland — } — — 2 
orkshire 3 10 a 81 
5 } 18 “i | 117 
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‘Photo by Eric James 


A MODERN WALL SITE IN SHEFFIELD 


For sites 

of 

the future 
consult 
Howard Gook 


Arthur — Shipley Managing Director. 
A MODERN BULLETIN BOARD, BRADFORD 


STAR SOLUS SITES 


(PROPRIETORS CYRIL HIRST LTD.) 


CASTLE SIGN WORKS, GRATTAN ROAD, BRADFORD 


MEMBERS OF THE SOLUS OUTDOOR ADVERTISING ASSOCIATION LTD. 
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have now moved from 
Post Office Buildings 
HALIFAX to their own 
premises at 


a central building 


devoted entirely to 


advertising in all its 


branches. 


ADVERTISEMENT 
MANAGERS and 
other friends please 


note new address for 
Rate Cards and 
Accounts, etc. 


Telephone : HALIFAX 4781-2 
Telegrams: CHAPMAN ADVERTISING HX. 


ESTABLISHED 1920 


The Best Weekly 
Cover for the 


WEST RIDING 
Of YORKSHIRE 


THE 
“WAKEFIELD 
EXPRESS” 


SERIES 
including 


© The Wakefield 
Express (Saturday) 


® The Pontefract 
and Castleford 
Express (Friday) 


® The South 
Elmsall and 
Hemsworth 
Express _ 


(Friday) 


© The Skyrack 
Express 


* The Selby Times 


(Friday) 


(Friday) 


The ‘*Wakefield Express” 
Series of (five) Weekly 
Family Journals with a 
guaranteed Sale of 


68,378 


(covering approximately 
1,180 square miles of the 
most important and popu- 
lous section of the West 


Riding of Yorkshire). 


Members of the A.B.C. 
Head Office: 
4/6, LITTLE WESTGATE, 
WAKEFIELD 


Tel.: 3184 Wakefield 


London: 118, FLEET STREET 
Tel.: Central 2715 
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Levels Index figure of 97 for all 
the 27 large towns in the north. 
All these figures point to a level 
of prosperity which is very close to 
the national average. (Table IV.) 

This review began with a note 
on the readership pattern in the 
north. Now that the background 
has been sketched in, the media 
situation can be examined a little 
more closely. The West Riding 
conurbation is well served by 
three morning papers and six 
evenings. Leeds, one of the two 
West Riding cities with a popu- 
lation of more than half a 
million, is the home of three, 
and Sheffield, the other, accounts 
for two more. A third morning 
paper is published in Bradford. 
Although the natural barriers 
between Yorkshire and the north- 
| west are considerable, the Pen- 
nines do not constitute a hind- 
rance to the passage of reading 
matter and the two Sunday and 
two morning papers, published in 
Manchester, achieve a significant 

circulation in the West Riding. 
| The north-eastern conurbation 
is smaller in size and more 
isolated, but its requirements are 
satisfactorily catered for by one 
Sunday, two morning and six 
evening papers. Newcastle is the 
largest town in the north-east 
and it is the home of one paper 
of each type. The other north- 
eastern morning paper is pub- 
lished in Darlington and the 
remaining five evenings are 
spread over the area. 

Four out of the five large towns 
outside these conurbations have 
their own evening papers. Harro- 
gate is the only exception. The 
general situation in relation to 
newspapers can be seen sum- 
marised in Table III (page 38). 

As far as magazine readership 
in the north is concerned, general 
magazines, both weekly and 
monthly, are as popular as else- 
where. Women’s magazines, how- 
ever, seem to have a greater ap- 
peal, for the weeklies are read by 
62-1 per cent of the women ‘n 
this part of the world, as com- 
pared with a figure of 57-1 per 


cent in the country as a whole. 
A similar situation applies with 
women’s monthly magazines. To 
some extent the lower cover of 
national morning papers here 
(69-5 per cent as against 80-2 per 
cent for Great Britain) is counter- 
balanced by this improved cover 
of the women’s magazines. So 
far as all adults are concerned the 
provincial dailies can, as We saw 
earlier, give valuable local sup- 
port to a national campaign. 

In the field of outdoor adver- 
tising it would appear that both 
posters and transportation adver- 
tising can conveniently team up 
to cover the whole area. Posting 
of normal density in the 27 large 
towns will ensure a minimum 
audience of 3,750,000 while if the 
town coverage is extended to in- 
clude all the towns whose popu- 
lations exceed 15,000 then at the 
very least three-quarters of the 
population in Yorkshire and the 
north will be covered. 


Getting To 
The Country 


Transportation advertising can 
help to increase the repetition of 
the advertising message in the 
conurbations and can do useful 
service in covering those people 
who live in the less densely 
populated areas. Most of them 
rely for their shopping and enter- 


tainment on the market towns 
whose influence extends over 
wide areas. To give two 


examples only, the area served 
by Kendal, which has a popula- 
tion of just over 18,000, is 
approximately 230 square miles 
and that of Carlisle is just over 
400 square miles. 

To assess the value of the 
cinema as an advertising medium 
two facts are required: the per- 
centage of the population attend- 
ing and the frequency with which 
they do so. In the north, sales 
of cinema tickets per thousand 
population are above average and 
the 789 cinemas that take adver- 


(Continued on page 42) 


IV—MAJOR TOWNS 
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Income | Income 
} Levels | ¥ Levels 
Population, Index | Population| Index 
| Cumberland | Total b.f. 1,647,140 
Carlisle ... 7,060 %% «=> Yorks. W.R. 4 
| Barnsley 75,250 o4 
Durham | | Bradford 291,800 | 95 
| Darlington weed 84,830 Dewsbury 52,740 96 
| Gateshead aie 114,910 91 Doncaster 160 102 
South Shields ... | 108,360 91 Halifax ... 97,820 100 
Sunderland i 181,340 Huddersfield 128,300 98 
West Hartlepool | 72,370 90 Leeds... 505,400 101 
| Stanley ... ed 48,890 91 | Rotherham 82,030 92 
| Stockton-on-Tees 73,030 | 92 Sheffield 513,800 | 97 
| Wakefield 60,190 | 100 
| Northumberland | York 107,100 | 102 
| Neweastle-upon- | | Harrogate 52,050 | 108 
| Tyne ... 295,240 | 103 Keighley 56,570 | 98 
| Tynemouth 66,560 | 94 | nee 
| Wallsend 48,830 a9 TOTAL 3,750,150 
| Yorks. E.R. 
Kingston-upon- 
Hull ... 296,600 95 
| | 
| Yorks. N.R. | | 
| Middlesbrough | 145,050 | 92 | 
| Scarborough ... | 44,070 | 111 


| Total cf. ... 1,647,140 
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(And Good 


Rearmament Ensures Jobs 


Wages)—If 


Raw Materials Last 


EARMAMENT and 
Rees of raw materials 
for many branches of 
industry give light and shade 


to the industrial picture of 
Yorkshire and North-East 
England. 


Fortunately the textile shortage 
has not yet atfected employment: 
Figures from all over the area 
show no lack of jobs and indicate 
a continuing prosperity. 

North Yorkshire and South 
Durham industrial districts are 
riding on top of a _ boom. 
Ministry of Labour figures at the 
end of February showed only 
2,071 male adults unemployed, 
and that return covers 
Darlington, the Hartlepools, the 
Tees-side towns of Middles- 
brough and Stockton, and the 
populous urban districts of 
Billingham and Eston. There is, 
in fact, a shertage of adult 
labour. Local Ministry officials 
point out that the returns include 
a number who are virtually 
unemployable. 

The major industries, iron and 
steel and shipbuilding, are work- 
ing to full capacity. The ship- 
yards have orders in hand which 
will ensure full employment until 
well into 1953. The steelworks 
cannot meet current demands 
and fear that shortage of raw 
materials may cut down 
production. 

Light industries established 
only in the post-war years are 
also thriving and providing fields 
of employment for female labour 
which never existed before. 
1C.l.’s_ factory at Billingham 
continues in full production and 
the new factory at Wilton, which 
is already employing approxi- 
mately 3,000 men on construc- 
tional work, will in the next few 
years provide permanent employ- 
ment for 15,000. 

Work is also going steadily 
ahead on the £4 million expan- 
sion scheme _ for Imperial 
Chemical Industries Ltd., at their 
Deighton works. 

The impact of the rearmament 
programme on Huddersfield is 
mostly felt in engineering, 
for very obvious reasons, and in 
the woollen mills. Many firms 
in Huddersfield and the adjacent 
Colne Valley have received sub- 
stantial Government contracts for 
woollen cloth. 

Although outdoor work has for 
the most part been suspended on 
the new North of England Tele- 
vision station at Holme Moss 
(only eight miles from Hudders- 
field), work has been going on 


throughout the winter on 
installation. Radio dealers are 
already reporting heavy orders 
placed in anticipation of the 
opening of the station. 

Yet another LC.1. venture is at 
Whitby where they are carrying 
out preliminary exploration for 
the extraction of the vast deposits 
of potash found in the district. 
A brining plant has been set up 
at Upgang, and sea water is being 
used to liquify the potash deep in 
the earth. It will be some time 
before this work can show 
adequate results, and it is not 
expected that a final decision 1s 
to whether brining or mining will 
be the method adopted for 
winning the potash. 

_Sheffield’s blitzed centre is 
rising again and this year the two 
post-war department stores will 
be joined by a third—the Harrods 
group’s John Walsh Ltd., burned 
down in 1940. Rebuilding is also 
starting on The Moor, once the 
city’s main shopping street. 

Better conditions and higher 
pay in coal mining (television 1s 
enjoying a boom among miners) 
are attracting men back to the 
pits round Sheffield. In the first 
five weeks this year 1,128 men 
went back from other industries, 
and there were 864 newcomers, in 
addition to 515 juveniles, and the 
trend continues. 

Reconstruction of the centre 
of Hull is also going ahead. 

Before the end of 1951 new 
shops, stores and offices to meet 
the needs of a population of 
296,000 (likely to be 300,000 by 


EPORTS from our 

correspondents 

in the Yorkshire 
towns speak decisively 
about full employ- 
ment, even labour 
shortage,new factories 
and housing estates 
that are springing up, 
municipal enterprise 
which will require 
considerable expen- 
diture. But the threat 
of raw material short- 


age hangs over 
Yorkshire as over the 
whole country. 
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business association. 


Every job is worth 


That has always been the policy 
of our Agency and although it 
means that we spend more time in personal 
contact with our clients and give a closer study to 
their requirements than some may consider entirely 
essential it has always paid us. We like to feel 
that the ultimate results of our efforts are beyond 
criticism, that we have achieved a little more than 


was expected, and that the initial inquiry of every 
advertiser may develop into a long and close 


COLLINSON’S 


Advertising Agency 


Established 1919 
GUILFORD CHAMBERS - Ill THE HEADROW - LEEDS | 


Ltd. 


“The Cleckheaton and. The Wharfedale and 


Spendorough Guardian” 


“The Heckmondwike 
Herald” 


Average weekly nett sale, 
July to Dec. 1950 


Flat rate for trade advertisements 
6/6 per inch 


Entertainments, auctions, 
Public notices 


10/- per inch 


The only newspapers in 
the Dewsbury area giving 
Audit Bureau nett sale 
figures. 
London Representative: 


EDWIN GREENWOOD LTD. 
Thanet House, 231 Strand, W.C.2 


| 


Airedale Observer 
The Shipley Times 


‘and Express 


The Fikiev Gazette 


These three papers cover 
the circle of towns and 
rural villages lying 
between Leeds, Bradford, 
Harrogate and _ Bolton 
Abbey. 


PUBLISHED BY 


Wm. Walker & Sons (ottey) Ltd 


VICTORIA WORKS, OTLEY 


. 
Tariff rates on request 


COMBINED CIRCULATION 
OVER 25,000 
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THE 


WHITBY 
GAZETTE 


WILL CARRY YOUR 
MESSAGE TO 


NORTH-EAST 
YORKSHIRE 


Rates and full particulars from 
GEORGE JACKSON 
CLIFFORD’S INN E.C.4 
or 
Head Office 
BRIDGE STREET, WHITBY 


HORNE & SON LTD. 


HARVEYS | 
ADVERTISING 


SERVICE 
(Hull) 
LTD. 


WALTHAM STREET - HULL. 


The 
Hexham Courant 


The indispensable 
medium for South West 
Northumberland 
° 


London Office: 
143 FLEET STREET 
Tel: Cen. 4481 


ADVERTISING LTD 


Registered Practitioners in 
Advertising] 


26 CLOTH MARKET | 


NEWCASTLE - UPON - TYNE, |! 
TELEPHONE 24357 


| 
} 
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HORTH-WEST YORKSHIRE 


and fringing the Lancashire 
borders. An Area untouched 
by any other local Weekly 
Newspaper—the 


(Skipton) 


CRAVEN HERALD 
& PIONEER 


circulates in over 80 Towns 
and Villages, covering a 
flourishing Agricultural Dis- 
trict — also pockets of 
Industry in Textiles and 
Engineering. 


A.B.C. Figures 
July - December 1950 


17.696 


Ask for our Break-down figures ! 
DO NOT OMIT THE CRAVEN 
HERALD & PIONEER FROM 
ANY SCHEME AIMING TO 
COVER YORKSHIRE. 


Head Office: Skipton, Yorks. 
London Office: 53 Fleet St., E.C.4 
Telephone: Central 4968 


{ 
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CHARLES 


WALLS 
AND 


PARTNERS 


Registered Practitioners in 
Advertising 


40 NORTH PARADE 


BRADFORD 


22258 
(3 lines) 


~ 


A Complete Service embrac- 

ing Public and Trade Press 

Advertising Home and Over- 

seas, Marketing and Sales 

Promotion, Printing, Display, 
Direct Mail. 
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the time the new census is taken) 
are expected to be ready for 
occupation. ; 

Amongst new schemes is a ring 
road and a £50,000 extension of 
Ferensway as a shopping centre. 

The King and Queen are to 
visit Hull on June 29 next when 
the King will lay the foundation 
stone of a new health building. 

Joplings, Sunderland’s biggest 
store, have just completed their 
biggest exhibition. They staged 
a miniature B.LF. in the base- 
ment of the building, and this 
attracted a quarter-of-a-million 
visitors. 

Major building developments 
in Halifax are closely tied up 
with a new community estate, 
planned eventually to house about 
11,000 people, in two adjoining 
suburbs. Work started last year 
on 560 houses in one area and 
more than 150 are now roofed. 
The first stage of development 
(100 houses) in the other area 
starts shortly. 

To provide doorstep jobs for 
women and girls on the new 
estate, the Corporation is plan- 
ning a four-acre industrial estate 
at nearby Holmfield. 

Civic building plans include a 
£20,000 bus station. Business 
ventures planned for the future 
include a worsted = spinners 
factory, a carpet factory exten- 
sion, a large repair and service 


garage, and a small housing 
estate. 

With the advent of vast 
industrial projects just outside 


Redcar’s perimeter — the LCI. 
factory at Wilton is not far away 
and Dorman Long and Co.’s big 
project, almost next door, grows 
up day by day—it was clearly 
foreseen that Redcar will house 
many of the workpeople for 
these factories. It is planned to 
double the size of the town. 

The industrial picture in 
Wakefield is as bright in 1951 
as at any period in its history. 
Start has been made on a new 
£64,000 bus station to handle 
8,000 buses weekly (to be built 
by the West Riding Automobile 
Co. Ltd.), and progress continues 
on the City’s new Baitings Dam 
in the Pennines (one of the 
largest in the country). 

A large percentage of the 
employees at a new surgical 
appliances factory—there may Se 
up to 1,000—will be physically 
handicapped persons. The Wake- 
field Extension Act comes into 
operation on April 1, 1951. 
Some 500 acres of land to the 
West of the City are to be 
developed as a new housing 
estate of some 1,800 houses. 

While the main industry of 
Scarborough remains catering for 
holidaymakers from the indus- 
trial areas of Yorkshire and 
Lancashire, the town has several 
light industries which give 
employment to a growing popu- 
lation. A new estate to accom- 
modate 10,000 people is growing 
fast at Eastfield, on the outskirts 
of the town, and the Corporation 
Property Committee have dis- 


cussed the possibility of new light 


industries at Seamer, four miles 
from Scarborough. 
Bridlington, another holiday 


resort, is also out to attract light 
industries. To encourage more 
firms, the town council is to 
provide on the Corporation 
estate a large factory building 
which will be let off in sections. 

Keighley continues to find 
trade good. The wool shortage 
and general uncertainty of 
prospects in the textile trade has 
so far had little repercussion and 
led only to the cessation of some 
woolcombing on night shifts. 
Many textile firms are still run- 
ning night and evening shifts. 
There continues to be an un- 
satisfied demand for women 
workers, and a number of firms 
have set up hostels to overcome 
the housing shortage which 
prevents the transfer of labour 
from other areas. Dozens of 
nationalities are in the town. 

Majority of new industries mn 
Barnsley offer employment for 
female labour which has in the 
past been obliged to seek 
employment in non-mining areas. 
The “black” Barnsley of former 
days is now taking on a much 
lighter hue, no longer entirely 
dependent on the black diamond. 

Inquiries are still being received 
by Rotherham Corporation about 
the possibility of factory sites on 
the Eastwood Trading Estate, 
where developments of existing 
factories are now taking place. 
There are still more inquiries for 
existing factory space which is 
empty and could be utilised. 

Shipping continues to provide 
the life-blood of local prosperity 
at Goole. 

Leeds is one of the country’s 
leading cities in the planning of 
light industrial development areas 
and corporation housing estates. 
Considerable areas in the city 
have been cleared for these 
purposes. er also ‘s 
growing apace. 


STRONG LOCAL 
MEDIA 


(Continued from page 40) 


tising (81 per cent of all the 
cinemas in the area) are well 
patronised. This higher figure 
of ticket sales does not necessaril 
represent a higher cover, aihoudh 
in fact, something like 83 per 
cent of the adult population go 
to the cinema in the north as 
compared with 80 per cent in the 
country as a whole. The fre- 
quency of attendance is ‘slightly 
higher in the north, standing at 
‘71 times per week as compared 
with -66 times per week in the 
whole of Great Britain. 

There is an interesting parallel 
here with the Press, for it is the 
younger women who are respon- 
sible for the higher frequency in 
the north, just as it is the 
younger women who account for 
the higher readership of women’s 
magazines. 
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Two enlarged special numbers of The Furnishing 
World—to be published on April 27, and May 4—will 
record, in vivid word and picture, the outstanding 
exhibits of the Furnishings and Furniture Sections 
of — 1951 BRITISH INDUSTRIES FAIR. 

— these two B.LF. numbers — available 
at The Furnishing World stand—will provide an 
impressive permanent souvenir and buying-guide 
for thousands of home and overseas buyers. 

MAKE SURE, therefore, that YOUR client’s 
advertisements appear in the all-important B.LF. 
issues of the trades’ liveliest newspaper. 


Undoubtedly the trades’ leading newspaper . . . 
cam ite atuertnoment medium le yOu 


the first 
and still the 


mechanical composing 
machine for the printer 


- and. FIRST in the future di 


THE WORLD'S MASTER TYRE 
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ADVERTISER'S WEEKLY 


I WILL not go so far as to 

write that W. J. Leaper, 
who has now been appointed 
general secretary of the Solus 


Outdoor Ad- 
vertising As- 
sociation, 1S 
“back @ 
posters 
again.” But 
it is a fact 
that he was 
invited to 
become a 
cub reporter 
on a provin- 
cial paper on 
the strength 
of having 
won a poster 
design com- 
petition! 

As Bill submitted to the stern 
discipline of ADVERTISER'S 
WEEKLY editorial department for 
a number of years, mostly before 
his R.A.F. war service, | am in a 
better position than most to ap- 
preciate his well-known qualities 
of quiet efficiency and persistent 
hard work. The insight into the 
world of advertising which he 
acquired with this journal and 


W. J. Leaper 


Mainly Perdsonal— 


By CONTACT 


subsequently with the Advertising 
Association, plus his legal know- 
ledge as a barrister-at-law—both 
of which have borne fruit in his 
fine textbook The Law of Adver- 
tising—should stand him in good 
stead in his new work. 

Some ticklish problems for the 
outdoor advertising industry are 
now taking shape. Fortun- 
ately, ever since the Regula- 
tions for the outdoor industry 
were first mooted under the Town 
& Country Planning Act, 1947, 
Leaper has made a special study 
of their possible impact on adver- 
tising generally and on outdoor 
publicity in particular. 

He will remain with the Adver- 
tising Association till the end of 


May. 
a * ” 


Arnold's worth his weight in 
20 d, 

So we thought he should be 
told 
This couplet, printed on the 
menu card! at a luncheon in his 
honour last Thursday, aptly sums 
up what the textile trade feels 
about Arnold Hard, founder and 
managing editor of The Maker-up 
and The Manufacturing Clothier, 


Your client is interested in 


FACTS & FIGURES 


The facts are — 


@ The Universe is influential 


@ It gets into the home and is read by 
the whole family 


@ The Universe readers answer 
advertisements 


The figures speak for themselves — 
e@ A.B.C. figure—December 1950 
235,472 copies weekly 


PRESENT 


EXCEED 


SALES 238,50 


copies 
weekly 


Buy in the right market and get QUALITY -QUANTITY «RESULTS at 40/- per s.c. inch 


No national 
appropriation 
is complete 
without 


FIELD HOUSE - 


The Universe 


BREAMS BUILDINGS - 


LONDON - EC4 


who has recently completed SU 
years as a journalist. 

The luncheon, held at % 
Piccadilly, was organised by 
Arnold’s many friends in the 
trade to mark this anniversary, 
and to provide the opportunity 
for a presentation, which took 
the form of a handsome cheque. 
Lord Hollenden, who presided, 
interrupted a holiday on the Con- 
tinent and flew home specially so 
that he could do so. And Arnold 
was told, and in no uncertain 
voice. Rarely have I heard more 
sincere and heartfelt tributes to a 
veteran journalist who has earned 
esteem and affection, not only by 
his personal qualities, but by the 
service he has given to the indus- 
try covered by the journals with 
which he has been associated. 

Among several felicitous after- 
luncheon speeches was one in his 
happiest vein by Andrew Milne, 
who recalled that among Arnold's 
colleagues in his earlier days were 
Sir Rider Haggard. Sir Roderick 
Jones, Sir Roger Casement and 
Edgar Wallace—a somewhat 
varied list! 

. i. 


BON VOYAGE to J. L. 
McEwan, director of Greenly’s, 
who is off to New York to carry 
forward 
plans for 
Various 
clients on 


S U.S. sales. 
He leaves 
on the 


Queen Mary 
on Saturday 
and returns 
on the 
Maureta nia 
at the end 
of April. 

If com- 
mitments 
permit, Mc- 
Ewan hopes 
to renew contact with American 
friends made while on service 
with India Command, visit their 
homes, and get the reactions cf 
the average consumer outside 
business circles. 

In his absence 4-year-old twins 
David and Joan will be in posses- 
sion of Tudor House in Cheam 
Village, which the McEwans 
took over from author-actress 
Rene Ray last year. Quiet will 
no longer be imposed on these 
two lively youngsters now that 
McEwan has completed the book 
he has been preparing on adver- 
tising. 

Of the making of books on ad- 
vertising there is no end, as he 
is well aware; but his takes in 
entirely new viewpoint. Ad- 
dressed as much to the layman 
as to the profession, it is deliber- 
ately controversial. My guess is 
that it will make a big taiking 
point when it appears later this 
year. 


J. L. McEwan 


* = e 
AN INDIAN colonel is reputed 
to have said that, though he ap- 
proved strongly of religion, he 
did not believe in allowing it to 
interfere with his private life! 
Most Englishmen feel much the 
same about politics. So that if 
Tory Lady Tweedsmuir and 
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Liberal Alan Campbell-Johnson 
(the board of whose public rela- 
tions com- 
pany she 
has joined) 
ever argue 
about poli- 
tics they can 
always __re- 
store __har- 
mony by 
disapproving 
of thea 
Socialists. 
These two 
represent. a 
conjunction 
o the 
talents. Ad- 
vertising 
men and 
sales managers who have heard 
Lady Tweedsmuir speak during the 
last few weeks know that she has 
brains as well as good looks and 
charm. During her young life she 
has worked on estate management 
and as a welfare supervisor of an 
engineering works; has written, 
lectured, and travelled widely; 
has been a Governor of the 
British Film Institute; and was 
a delegate to the second Council 
of Europe in Strasbourg last year. 
In the last election she retained 
South Aberdeen which she won 
in the 1946 by-election. 


* * * 


PUBLIC relations, politics, and 
authorship have been the main 
activities of 37-year-old Camp- 
bell-Johnson. Educated at West- 
minster and Christ Church, 
Oxford, he was, before the war, 
personal assistant to — 
Forman, then head of London 
Press Exchange P.R. department. 

Johnson, Crosse, which he 
formed in association with Mrs. 
Athena Crosse, has developed in 
four years into a leading P.R. 
consultancy. On Mrs. Crosse’s 
resignation he has become man- 
aging director, the company beiag 
renamed Campbell-Johnson Ltd. 

Between 1937 and 1940, 
Campbell-Johnson was Sir 
Archibald = Sinclair’s _ political 
secretary. He twice unsuccess- 
fully contested Salisbury, and is 
now chairman of the Liberal 
Party publicity and publications 
department. All of which has 
not prevented his writing bio- 
graphies of Anthony Eden and 
Lord Halifax. 

A well-known broadcaster, he 
was one of the resident Inquisitors 
in “Talk Yourself Out of This.” 


WEEKS WISECRACK 


Alan Campbell- 
Johnson 


“No, 


Miss Wapshott, the 
Dome of Discovery is not 
the Creative Director’s 
cranium.” 
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| Publications News and Notes 


Hope of More Pages, 
Full Colour 


It is hoped before long to 
increase the size of English 
Illustrated, at present 8 pages, to 
12 pages and to print the whole 
publication in colour. Founded 
last” year by University of 
London Press to meet the needs 
of foreign students of English, 
this journal is now published in 
Sweden, although control and 
editing remain British. It circu- 
lates free throughout the Scan- 
dinavian area, where it is com- 
pulsory reading matter in many 
educational establishments, and 
there is a growing circulation in 
other countries, Swedish circu- 
lation is 20,000 monthly. Adver- 
tisement inquiries are handled at 
the Scandinavian and _ British 
addresses, and payment may be 
made in kroner or sterling. 

* * oe 

The April issue of Business— 
The Journal of Management in 
Industry—reveals in six exclu- 
sive and finely illustrated articles 
the detailed story of Patons & 
Baldwins new £7 million fac- 
tory at Darlington. A team of 
staff writers worked for some 
months on this imnortant story. 
now told for the first time, of 
a triumph of British manage- 
ment. 

a * 


Golden jubilee (April) issue of 
Electrical Industries tel!s. in 
words and pctures, the story of 
fifty years’ progress in the indus- 
try. The editor, S. M. Hills. and 
the advertisement manager, Ralph 
H. Taylor. have been associated 
with this journal for more than 
a quarter of a century. 

* * * 


The Sunday Chronicle Cricket 
and Golf Annval, on sale this 
month, is in its 54th year of 
publication. The golf section 
includes 50 answers to. the 
problems of the average player 
and there are hundreds of pages 
of records and fixtures. 

» * . 


To-morrow’s issue of Shop- 
keeper and Retail Trader wil! 
contain a special feature on mak- 
ing paper sculpture disnlays for 
window and inside-the-shop use. 

> * * 

First issue of the monthly 
Midlands Hairdresser and Beauty 
Specialist will appear in June, 
published. price 6d., by McShane 
& Co., Birmingham. 

~*~ - * 


The Times has published as a 
separate supplement another 
special Survey of British Agricul- 
ture. Priced 3d.. this issue of 16 
pages deals chiefly with the ex- 
pansion of food production in 
Britain and the methods by 
which it can be most efficiently 
and economically attained. Sir 
James Scott Watson. chief agri- 


cultural adviser to the Ministry 
of Agriculture, is one of the 
contributors. 

* * * 


The April issue of Mechanical 
Handling contains an illustrated 
truck “dictionary,” bélieved to 
be the first of its kind, showing 
the latest mechanical handling 
devices now being used through- 
out a wide range of British 
industries. 

* * * 


Music World, claimed to be 
the first music magazine to be 
published in Ireland, originally 
scheduled this month to make its 
appearance, has been postponed 
until May. 

* * 

Perthshire Constitutional and 
Journal, established in 1835 and 
published bi-weekly, has been in- 
corporated with the Perthshire 
Advertiser, published by Henry 
Munro Ltd. 

* « * 

John O’London’s Spring Books 
Number, now on sale at sixpence, 
is double normal size and con- 
tains 56 pages. An attractive 
cover in yellow features a colour 
photograph of crocuses. More 
than 20 pages are devoted to 
advertisements. 

& * * 


Harper's Bazaar May issue 
will be an “All-England” number 
with an opening article by Lord 
David Cecil—“Engltand Today.” 

* ~ * 

Good Housekeeping May issue, 
on sale April 25, will be a 
Festival issue and special service 


features including a_ Festival 
sampler from the needlework 
room. 


o® * 

The News Chronicle wil! revive 
the national typewriting contests 
instituted in 1934, when they 
launch shortly a series of office 
efficiency competitions in associ- 
ation with the Office Appliance 
Trades Association and the Type- 
writer (and Allied) Trades’ 
Federation. 

* * ee 

Vanity Fair May issue will 
include an article “At Home To 
The World” with several photo- 
graphs of London, Windsor, etc., 
by oa Stone. 

” * 

The current issue of Motor 
Trader is a_ special number 
devoted to the display, handling 
and general marketing of com- 
ponents and accessories. 

* * aa 


Though mainly devoted to the 
game in the Midlands, the 1951 
Cricket Annual published by the 
Sports Argus, Birmingham, con- 
tains information of interest to 
cricket enthusiasts everywhere. 

* * ~ 


With its April issue The Car 
and Car Topics celebrates its 
first birthday. 


iM 


f 
(NEWS) 


OPSA DATA 


MIDDLE EAST 


AVIATION. The opening 
of the Royal Egyptian 
Military Aviation College, 
the first of its kind in the 
Middle East, will further 
widen the scope of Aviation, 
the only Arabic flying 
monthly in the world. 

Rates and details on request. 


TRIPOLI 
CORRIERE Di TRIPOLI 


New rates are now in force. 
' Apply for all particulars. 


All Particulers on Middle East Press from 
GEORGE YOUNG 

OVERSEAS PUBLICITY & SERVICE AGENCY I’ 

10 Fleet St. London.£C4 Cen 549467870 


CLELAND 
PACKAGING 


Cartons, outers and display pieces made 

to order. in immaculate style and in the 

best traditions of industrial Design — 
functionally and visually. 


WM. W. CLELAND LTD 
STAPLE HOUSE, HOLborn 252! 
CHANCERY LANE, W.C.2 & BELFAST 


[SIGNS 


sveey bescairriom 
supPLy * ERECTION RENOVATION 
REGINA STUDIOS (SIGNS & menays) iro 


77, SOSTOM ROAD. HANWELL Ww 
746 mses 
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Agency 


Enqures Expo 


2 nened 
Seratess Confidence 


Prompt Personal Attention 
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Thousands have. The waters from 
the hot sprinzs of Bath Spa have been 
used for medical treatment since be- 
fore the days of the Romans. Great 
hospitals have been built in Bath to 
treat rheumatic cases and dispense | 
these waters—givin; steady employ- 
ment to many of the city’s inhabitants. 

Bath is a city for health . . . healthy 
people, healthy industries and a 
healthy mixture of every kind of 
buyer. Here is a perfect testin~ 
ground for every marketing scheme. 4 

And The Bath and Wilts Chronicle 
and Herald with a nightly circulation 
of 36,000—1} copies for every house 
in the city—gives you positive 
‘blanket’ coverage of this compact 
market—for 9/- per s.c.i. you can try 
out your product on a cross-section 
of every kind of English buyer from 
income group A to group E. 


You're sellin to Britain in m‘niature 
i¢ you're selling to Bath—through 
the BATH & WILTS CHRON CLE 
& HERALD 


4% Ihe UNLY evening taper printed and 
published m Somerset. Get (ull details trom: 
The Advertisement Manager, 134 Fleet Street; 
‘onden E.CA. Telephone : Central 27-7 
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CURRENT ADVERTISING 


Free Sample Offer For Oatmeal : 


Drink, Perfume, Pill Campaigns 


NEW_ACCOUNTS 


To G. Street & Co., Ltd.: 
Blakey's Food Co., Ltd. A 
national mailing campaign for 
Blakey's Malted Oatmeal was 
launched on Monday. A mailing 
list of mothers all over Britain 
has been compiled. Included in 
letters is a free sample voucher 
which can be exchanged for a 
4 lb. packet of Blakey's Malted 
Oatmeal. A local Press cam- 
paign is running in Yorkshire, 


Derbyshire, Nottinghamshire, 
Lincolnshire, Leicestershire and 
Rutland. A _ baby photograph 


competition with a first prize of 
£10 is also being run in connec- 
tion with the scheme. 

To James M. Greenwood Ad- 
vertising Ltd.: The York Street 
Flax Spinning Co.. Ltd. This 
account includes advertising for 
Irish Linen Mesh underwear in 
Punch, The _ Field, Illustrated 
London News, Time & Tide, The 
Economist, and Men Only. 

To T. Booth Waddicor & 
Partners Ltd.: The John Lewis 
Partnership. Scheme includes 
Press advertising and printed 
material. The John Lewis Partner- 
ship has brought to London 


AND THERE WAS 
AUDREY... 


EADING model Audrey 
White was placed third in a 
“Daily Express” poll for “Page 
Three Newseirl for Spring 1951.” 
When the results were announced 
on page three of Friday's “Daily 
Express” two pictures of Audrey 
White smiled out from a half- 
page Ryvita advertisement below 
the story. ADVERTISER'S WEEKLY 
is assured by agents Colman, 
Prentis & Varley Ltd. that this 
was just a “lucky coincidence.” 


the spring collection of the 
Couturiers Associes. The col- 
lection has been displayed by 
Peter Jones of Sloane Square 
and will subsequently be shown 
by Calev’s of Windsor, G. H. 
Lee of Liverpool. W. J. Buckley 
Co. of Harrogate. Cole 

Brothers of Sheffield, Jesson & 
Son of Nottineham, and Robert 
Savle of Cambridee 

To Sommerville & Milne Ud. 
(Glasgow): Alex Martin Ltd. 
fishine tackle mannfoctyrers 
(angling and shooting paners).- 
Alex Lister & Sons Ltd.. nursery- 
men and growers (Scottish pro- 
vincials and gardening publica- 
tions). 

To S.C. Peacock Ltd: 
Southern Counties Car Auctions 


Ltd (advertising in southern 
counties). 

To Aveer & Turner Ltd.: 
-Daniel Toner & Sons Ltd. 


makers of Ton E. Rest uphols- 
tery (trade Press) 


To R. S. Caplin Ltd.: Maria 
Hornes Ltd., beauty salon. Cam- 
paign in two sections, one to 
promote the salon and the other 
featuring “Scowlies,” medicated 
pads to smooth away frown lines 
(class women’s magazines). 

To Hyde & Partners Ltd.: 
Rawlings Manufacturing Co., 
Ltd. (trade Press and literature). 

To White Advertising (Birm- 
ingham): Portable Concrete 
Buildings Ltd., makers of “Ban- 
bury” garages (nationals and 
provincials, semi-trade and class 
magazines). 

To Kent & Sussex Advertising 
Service Ltd.: Marlowe Theatre. 
Canterbury. 

To W. H. Gollings & Asso- 
ciates: B.B.C. publications (local 
Press). 


NEW_CAMPAIGNS 


For Guinness. Spring and sum- 
mer campaign opened in the News 
Chronicle on Monday. In the 
typical Guinness humorous style 
the advertisement showed a tired 
traveller whose mournful face is 
changed into a cheerful one im- 
posed on the froth on a glass of 
Guinness. Slogan was, “I feel 
like a Guinness.” The theme will 
be developed with other charac- 
ters. The campaign will be 
running in the national Press. A 
new postet- wil- also shortly 
appear on the hoardings. Agents: 
S. H. Benson Ltd. 

For Foster Clark’s custard in 
national dailies and Sundays. 
women’s periodicals and general 
interest magazines, from April to 
September. Agents: 

Press Exchange Ltd. 

For Simoniz (Eneland) Ltd. 

Scheme covering all Simoniz pro- 


ducts started this week in 
national dailies, Sundays and 
selected magazines. Agents: 


Rebert Freeman Co.. Ltd. 

For Goya. One of the biegest 
camnaiens for perfume will be 
launched on Mav 1 to introduce 
the new Gova “Pink Mimosa.” 
National dailies and Sundays and 
provincials will be used together 
with full nages, many of them in 
colour, in women’s magazines. 
There will be an extensive poster 
campaign and a_ considerable 
amount of disvlay material in- 
cluding streamers. disvlay stands 
and showcards. Avents: Colman, 
Prevtis & Varley Ltd. 

For Sherley’s Lactol puppy 
food in Daily Express, Daily 
Mirror, Daily Mail. Daily Herald. 
News of the World, Sunday 
Pictorial. The Peopvle, and Empire 
News. Agents: G. S. Royds Ltd. 

For Savory & Moore Ltd. 
whose shons will be featured in 


svecial Festival editions _ of 
women’s magazines and class 
journals. Agents: Laurence Hol- 


man Advertising Service. 


For Sanizal disinfectant. 1951 


46 


campaign opened this week in 
national dailies and Sundays, 
women’s magazines and general 
interest journals. Campaign will 
run until the autumn. Agents: 
F. C. Pritchard Wood & Partners 


For Parkinsons Pills in national 
dailies and Sundays, provincials, 
Picture Post, John Bull, 
Illustrated, and Everybody's. Also 
16-sheet posters. Agents: C, P. 
Wakefield Ltd. 

For Swiss and Italian Hotels 
Resorts in national Press. Agents: 
S. P. O'Connor 

For Smartwear Ltd., spring 
and summer campaigns on an 
extended basis in national dailies 
and Sundays, London evenings, 
Picture Post. Agents: Nelson 
Advertising Service Ltd. 

For Wisdom _ toothbrushes, 
made by Addis Ltd., in national 


) - =< 
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This striking full front page was 
taken. in the “Irish Independent” 
by Esso. It was placed by Kenny's 

Advertising Agency. 
dailies, provincials and maga- 
zines. Agents: J. Walter Thomp- 
son Co., Ltd. 

For Jersey Blue Book in 
national Press—For Gown and 
Mantle directory in_ selected 
media. Agents: Sells Ltd. 

For Watney’s. 16, 32, and 48- 
sheet posters using the “The Ace 
of Pubs” theme have been 
entered for the Festival of 
Britain competition and will be 
on the hoardings in May. Agents: 
Alfred Pemberton Ltd. 

For Aer Lingus, 
Lines, in national dailies, 
provincial dailies and weekly 
Magazines, strongly supported 
by film and 48-sheet poster adver- 
tising in Glasgow, Manchester, 
Liverpool and Birmingham. 
London poster campaign starts 
May 1. New Bristol/Dublin 
route announced with large 
spaces in provincial Press and 
16-sheet poster coverage in 
Bristol. Advertising in American 
travel trade journals continues. 
ae Foote, Cone & Belding 


Irish Air 


For Coate’s Cider in national 
dailies and Sundays, Punch, 
Country Life, Glasgow Sunday 
Post. The campaign, which will 
run until August, will feature 
Alec Bedser, Beverley Nichols 
and Mrs. John Mills. Agents: 

Advertising Ltd. 
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For Maerain raincoats, made 
by Joseph May Sons Ltd. in 
a Express and Daily Mail. 
gents: Advertising 
(Leeds). cae 
For Llandudno Musical Festi- 
val in musical and provincial 
Press, plus direct mail. Placed 
direct. 


ACCOUNTS MOVING 

To Murray-Watson Ltd.: Sund- 
strand Sanders Ltd—C. A. 
Norgren Ltd. (trade Press). 


ACCOUNTS RELINQUISHED 
Sommerville & Milne Ltd. 
(Glasgow) have relinquished the 
account of W. W. Connell & Son 
Ltd., gentlemen's outfitters. 


NEW_ ACCOUNTS (Overseas) 


Colman, Prentis & Varley Inc. 
have been appointed agents in 
America for Elizabeth Arden 
Sales Corporation Inc.; Raleigh 
Industries of America Inc.; and 
Newton Elkin Inc., makers of 
Pandora shoes. 


Festival Ball Pens 


Four Scroll pens—Golden 
Scroll, Diplomat, Nanette, and 
Slimline—are the only branded 
ball point pens to be accepted 
by the Festival of Britain sou- 
venirs committee for sale in 
Festival of Britain kiosks and 
elsewhere throughout the country 
during the Festival period. 

All have the wording “Festival 
of Britain 1951” imprinted in 
gold on the barrel and are pre- 
sented in specially designed 
boxes and cartons bearing the 
Festival symbol. 

No special advertising has been 
planned. Agents are T. 
Bench 


Sound Trailers 
In Theatres 


An experiment in theatrical 
advertising inaugurated at Sidcup 
Repertory Theatre is being fol- 
lowed this week at Tonbridge 
Repertory Theatre. 

Adapting to their particular 
needs the principle of the cinema 
trailer, these repertories present, 
during one of the current play's 
intervals, recorded extracts from 
the show to be given the follow- 
ing week. The exveriment is 
attracting considerable interest 
and has led to increased book- 
ings. 


ADS. DOUBLED IN 
FIRST YEAR 


Advertisement content of 
Reader's Digest British edition 
has doubled since ads. were first 
accented a year ago. In April 1950 
the 120-page magazine included 17 
pages of advertisements. This 
month the magazine has 176 
pages. 37 of which are devoted to 
advertisements. 

Guaranteed circulation has 
risen from 400.000 to 500.000. 

A party for advertisers and 
agents was given at the 
Dorchester Hotel last Thursday 
evening. 
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ADVERTISER'S WEEKLY 


NEWSPRINT NEWSREEL: Eire (costs), Sweden (tax), Norway (cuts) 


‘Rate Increase Is Minimum’ 
Advertisers Are Assured 


May 1 has been agreed as 
the date for permitted increases 
of up to 40 per cent in Irish 
newspaper ad. rates. 


Rates had been pegged at the 
December 2 level under a 
Government price “freeze” order. 
A forecast last week that increases 
would soon be allowed by the 
Government was followed by an 
announcement by Mr. Vv. 
Murphy, chairman, Independent 
Newspapers Ltd., at the annual 
meeting of his company last 
Thursday. 

Mr. Murphy said: “The in- 
creases will represent the very 
minimum that can be applied o 
retain the present volume of 
space available to our clients, 
but the additional revenue antici- 
pated under the revision will not, 
by any means, bridge the gap be- 
tween the increases in revenue 
and expenditure. 

“Advertisers will realise that 
the alternative to increased rates 
would be a reduction in the size 
of our newspapers, but this 
would involve greater hardships 
in the nature of meagre rationing 
and space restrictions which gave 
rise to sO much annoyance and 
embarrassment in the past. It 


would also involve the regrettable 
consequence of unemployment.” 

New rates will be: Irish 
Independent 35s. s8.c.i. (present 
rate 25s.); Irish Press 35s. s.c.i. 
(25s.); Sunday Independent 35s. 
s.c.i. (25s.); Sunday Press 35s. 
s.c.i. (25s.); Irish Times 25s. s.c.i. 
(20s.); Evening Mail 15s. s.c.. 
(12s. 6d.); Evening Herald 20s. 
s.c.i. (15s.). 


‘Hideous’ 

Sir Thomas Beecham, opening 
The Times Bookshop Exhibition 
of books on music in London 
last week, offered to take his 
orchestra in procession to 
Downing Street if some one 
would begin a crusade against 
the continuance of “the hideously 
diminished newspapers” of this 
country. 

Mr. Philip Fothergill, Liberal 
Pariy president, speaking at 
Bangor, said: “There have been 
grave misgivings about the 
Government's newsprint policy. 
There are also serious anxicties 
about the arrangements that have 
been made for future supplies.” 

The Adelaide weekly news 
magazine, Express, founded in 
1836, has ceased publication be- 
cause of lack of newsprint. 


CLOSED DOWN 


The Afrikaans newspaper, Die 
Volkstem, founded in 1873, has 
temporarily closed down owing 
to steadily rising production 
costs. 


To assist in conserving present 
stocks as well as to relieve the 
grave shortage of newsprint in 
India, The Hindu, English-printed 
daily of Madras, has reduced its 
column width from 24 in. to 2 in. 
(12 ems), thus increasing the 
number of columns per page 
from seven to eight. Additionally, 
the length of column has been 
increased by half an inch. 


Tax Quadrupled 


Sweden has quadrupled her 
tax on exported newsprint from 
£3 10s. to £14 a ton. 

Two Danish Radical-Liberal 
provincial newspapers — the 
Randers Amtstidende and Hobro 
Venstreblad—are to stop publica- 
tion because of the increasing cost 
of newsprint. 

Belgian Press Association has 
passed a resolution on the rising 
costs of newsprint, the trans- 
mission costs of news, and on the 
postal rates for newspapers. The 
existence and independence of the 
Press were said to be threatened. 


BREBNER: THANKS TO SCANDINAVIA 


A tribute to the sacrifices made 
by the Scandinavians generally, 
and the Norwegians in particular, 
to mitigate the British newsprint 
shortage was paid by Mr. J. H. 
Brebner, chief public relations 
and publicity officer, British 
Transport Commission, speaking 
at Oslo yesterday (Wednesday). 

By October last year, he said, 
Britain was able to import from 
Scandinavia newsprint at approxi- 
mately the same level as pre-war. 
Our imports from Scandinavia in 
1951 would continue at roughly 
the same tonnage. And to this 
vital supply, Norway, out of an 
output in 1950 of some 172,000 
tons of newsprint, sent us 19,000 
tons. 


“I fully realise what this means 
to your publishers and adver- 
tisers,” he said, “and 1 have seen 
it stated that rationing this year 
will cut your papers down by a 
further 15 per cent or there- 
abouts. But do not think us 
greedy. Before the war, we in 
Britain used 14 million tons of 
newsprint a year; to-day we use © 
650,000 tons. Although our 
papers were reduced to a 6-page 
basis last July, we have recently 
suffered a further cut of 5 per 
cent in paper supplies.” 

Mr. Brebner was addressing 
editors, the Norwegian Press 
Association, the Journalists’ Club 
< ee and the Public Relatioas 

ub. 


NOW READY 


The Completely Revised, Greatly Extended County-by-County 


MARKETING SURVEY 


OF THE UNITED KINGDOM 


IVE YEARS after the war, the face of the 

Home Market is still changing rapidly. 
Populations and factories—even industries— 
have shifted. Whole marketing areas have 
changed their character altogether, and buying- 
power, trends and demand have been com- 
pletely transformed. 
Details of these changes have hitherto been 
unobtainable, and manufacturers and distri- 
butors have had to plan largely by guesswork, 
from a few facts reported here and there. 


Indispensable Guide to the 
U.K. Market of TO-DAY 


Now ALL the facts and figures of these tre- 
mendous changes are available to you through 
the new “County-by-County” MARKETING 
SURVEY OF THE UNITED KINGDOM, which records 
the most searching investigation of the Home 
Market ever undertaken. 
Here you will find vital, exhaustive and up-to- 
date details about: the National Market as a 
whole; Greater London’s 46 marketing areas; 
145 provincial towns over 45.000 population— 
as well as the first County-by-County survey 
ever published, containing analyses of more than 
1,200 towns, villages and rural districts, down 
to 5,000 population. 

The MARKETING SURVEY analyses your poten- 
tial customers by age. sex, class and occupation; 
indicates earning power and spending habits; 


records the housing returns for 1938, 1948 and 
1949, and waiting lists; gives numbers of cars, 
commercial vehicles, radio and television sets 
licensed—telephone subscribers—premises wired 
for electricity—employment _figures—cinema 
seating capacities, and so on. 

And it gives you all the distribution data you 
are ever likely to want: alphabetical and trade- 
classified directories of wholesalers; retail outlets 
in some 50 categories of shops; transport facili- 
ties; advertising media, services and supplies— 
every factor you must have for any regional or 
National marketing or selling campaign. 


Edition Limited: Post Your Order Now 


Advance orders have already absorbed a big 
part of the severely limited edition, and there 
are indications that the demand will exceed the 
supply. To ensure securing your copy, please 
return the coupon without delay. 


EXCLUSIVE 
to this Edition 
The first County -by County 


pict seer eee wwe eee = a EAA a s industry im the 145 
markets. 


' FILL IN AND RETURN COUPON targest 

* Business Publications Ltd., 180 Fleet Street, London, E.C.4 * 

‘ Please send me by return a copy of the “County-by- Telephone tines BY 
+ County” MARKETING SURVEY OF THE UNITED Aakah, Gm oo oe 
! GDOM, for which invoice me on despatch at the post- tie them up with popula. 
1 free price of £5 5s. - a a os 
IIE nance pssgincnsenceniinentbiasiaubedeadinkancdbnegameppeaadonin * 

"Add ' 

i ID ccevesscaccncevecenGibasitenianmatbdenusesasciabidasdedummehaiine " Employment facts sbout 
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Cash with order (U'.K.) 94s. 6d. (Overseas orders must be accompanied 
NNN eS 10s which includes packing and. povrare’ 
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ADVERTISER'S WEEKLY 


THAT, linking up with the pre- 
sent size of the meat ration, this 
small model of a gas cooker 
forms part of a display produced 
by Priestleys of Gloucester, for 
one of their clients. 


* 
THAT at the British Direct Mail 
Advertising Association luncheon 
a sackful of envelopes, each with 
a Samuel Jones & Co., Ltd., 
“stamp,” was brought in by a 
postman. Each guest found he 
was presented with a little metal 
pillar-box bearing on the outside 
the luncheon menu. 
* * 


* 
THAT a 400 per cent increase in 
business was reported by a local 
furnishing firm following their 
first advertisement in the Evening 
Gazette, Middlesbrough. 
* * * 
| THAT 


sticker stamps 


100,000 


ABC SALES 281,324 
COPIES A MONTH 
£204 a page 

Type area 84” x 6” 
Advertisement Manager 

S H BOWDEN 

Stitcheraft Ltd., Gt. West Rd. 
Brentford Middlesex 
Tel. EALing 6283 


CONCENTRATE 


and Tuesday next week. 


announcing the Wales & 
Rhondda Valley Ideal Home & 
Trades Exhibition (September 
5-15) have been issued, mainly 
through the offices of the 
Rhondda Valley U.D.C., under 
whose auspices the exhibition is 
being organised. 

1” *~ * 

THAT the exploits of T. B. H. 
Otway (advertisement director, 
Creative Journals Ltd.), who 
was in charge of the Airborne 
unit which knocked out a vital 
coastal battery on the Nor- 
mandy coast just before D-Day, 
were broadcast by the B.B.C. in 
the “Now It Can Be Told” 
series, 
* * 

THAT G. Street & Co., Ltd., 
arranged a party, attended by 
prominent advertising people. 
given by Charles Heidsieck, of 
champagne fame, to the prin- 
cipals of the cast of “Kiss Me 
Kate.” 

* * * 
THAT following their successful 
exhibition of pictures at the May- 
fair Hotel last year, the Metal 
Box Company Ltd. are holding a 
similar exhibition at the Grand 
Hotel. Manchester, on Monday 


YOUR ADVERTISING ~ 
ON WOMEN WHO MEAN BUSINESS 


| ised by the 


| running a 


| the Festival o: 


THAT Lever hope to have a 
complete nation-wide distribution 
in the U.S. of their Surf detergent 
by the end of this month. 

* * * 
THAT 18,673 men tried out 
electric razors at the Remington 


Rand stand at the Ideal Home 
exhibition which closed = on 
Saturday. 

” * oe 


THAT The Star is sponsoring a 
grand Gala Concert in aid of the 
Victory (Ex-Services) Fund at 
the Empress Hall, Earls Court, 
on Sunday, April 22 
* * * 

THAT J. P. McGuinness, London 
editor of the Irish News Agency, 
has married Miss Sally Marner, 
of Carndonagh, County Donegal. 


THAT this van left Bridlington 
on Tuesday for a fortnight pub- 


licity drive through Yorkshire, 
Lancashire, the industrial areas in 
Scotland and the north-east coast. 

* * 
THAT Hulton Press darts team 
inflicted a 3-0 defeat on a team 
from Foote, Cone & Belding at 
the “Punchbowle Tavern,” May- 
fair, last Thursday. And— 

* * * 


FHAT Samson Clark sports and 
social club beat W. S. Craw- 
ford’s team in a return match 
on Friday. 

* * * 
THAT the first national road 
relay race sponsored and organ- 
News of the World 
will be held on Saturday over the 
classic London-Brighton course. 

* * * 
THAT Hairdressers’ Journal is 
series showing the 
pmo of hair-styles from 
ree 

- * 


THAT eit Chappell, editor 
of Picturegoer, is to write a ser'es 
of thirteen talks for the B.B.C.’s 
Latin American programme 
showing the importance of the 
London theatre tradition in the 
training of outstanding film 
players. 
- ~ ~ 

THAT Mis; E, Amos, member 
of the Publicity Club of Leeds, 
is responsible for the official 
design for a paper serviette for 
Britain. 
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THAT the Ministry of Food 
have designed a portable exhibit 
on food hygiene. 

* 


THAT a joint committee of film 
renters and exhibitors has been 
set up in Dublin to sponsor the 
film industry’s “Better Business” 
drive in Ireland. 

* * * 


THAT “publicity is 
borough's golden calf” said a 
local councillor objecting to 
expenditure of £9.000 on confer- 
ences during the coming year. 

* * * 


Scar- 


THAT Norman C. Tapp, eldest 
son of C. Chas. Tapp, managing 
director of Tapp & Toothill Ltd., 
colour printers of Leeds, has 
married Miss Patricia Whatmoor 
of Leeds. 
* * *~ 
THAT Project Publications, pub- 
lishers of the new journal, 
Camera Classified, have retrieved 
a 1908 fire engine from a rubbish 
dump and are touring it round 
London with the slogan “Camera 
Classified sets the town on fire.” 
* * * 


THAT Chocolat-Menier, 
munication Systems Ltd. E. 
Fogarty & Co. Ltd., Stablond 
Laboratories Ltd., Venables and 
F. H. Wright (Bensdorp N.V.) 
are new members of the Inco:- 
porated Society of British Adver- 
tisers. 
* * 

THAT membership of the In- 
corporated Society of British 
Advertisers continues to show a 
Steady increase and now totals 
428. 

* * * 
THAT Christy & Co. Ltd., hat 
manufacturers, are running a 
£200 window display competition 
for stockists of their hats. 


ADVERTISING 
DIARY 


Monday, April 9. 
Pusuicity CLuB OF LONDON. 
C. H. Gibb-Smith on “The 1851 


Exhib.tion."" Waldorf Hotel 6 p.m 
BIRMINGHAM INCORPORATED 
SaLes MANAGERS’ ASSOCIATION 
luncacon meeting. Richard Lons- 
dale - Hands on “Forecasting 
changes in standard des.gn. 
Mid‘and Hotel 

BRISTOL AND 
Cius. Arthur J 
play—the ‘Last Word 
ing.” Grand Hotel 

Tuesday, 

WOMEN S ADVERTISING 
LONDON Ginne Speaker: 
Winster. Trocadero 

Pusticity CLus OF NEWCASTLE, 
junior section Davy on 
“Commerc.al Printing.” 7pm 

Wednesday, April 11. 
ADVERTISING CLUB OF OXFORD. 
H 


in odeenis- 
6.30 


Ctius oF 
Lord 


A H. Goodwin on “More about 
process blocks.” Agricola Restau- 
rant. 6.30 p.m 

Thursday, April 12. 

Pusuiciry Civus oF Leeps 
luncheon mecting King Edward 
Restaurant 12.30 p.m 

Friday, April 13. 


PUsuicity CLUB OF SHEFFIELD. 
H. E. Elliot on 
and re it works.”” 


“Public re'ations 
Grand Hotel 


12.30 

Pu ae arty Cius oF GLascow 
ladies day Mannequin show pre- 
sented by Daly's of Glasgow. 
Grosvenor Restaurant 12.55 p.m. 


Liverroot aND District Pus.i- 
CIty ASSOCIATION annual birthday 


lutecveon ae 12.45 
Tuescay, April 
INCORPORATED “ADVERTISING MAN- 
AGERS' ASSOCIATION. Afsernoon 


vis't to a film studio. 
Pusuicity Cius oF a 


“Twenty Questions” with V. 
Dewey as quiz master. Grand 
Hotel. 7.30 p.m. 
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This is the Singer centenary motif as featured at the “Daily Mail” 
Ideal Home Exhibition. The 1851 Singer girl was “brought to life” 


and shown alongside her modern counterpart. 


Singer’s Centenary Symbol 


A special motif in heraldic 
form has been designed for the 
centenary celebrations of Singer 
Sewing Machine Co., Ltd.. by 
their agents, Wilkes Bros. & 
Greenwood Ltd. In silver, gold, 
blue, red and black, it. has been 
erected outside the Singer factory. 

Singer vans have been re- 
painted to include the motif in 
oval plaques and transfers of the 
symbol have been distributed for 
shop windows. The motif in- 
corporates the slogan: “Singer 
centenary. A century of sewing 
service,” 

Posters in connection with the 
centenary are now appearing on 
the London underground and the 
sides of buses. They include a 
colourful array of pennons. 

These pennons will also be fea- 
tured in Press advertising which 
is to appear in leading national 
dailies and Sundays, Radio Times 


and women’s magazines. A new 
departure in this respect is that 
instead of listing the Singer shops 
in the metropolitan area—there 
are nearly one hundred of them 
—the reader is advised to “Con- 
sult your telephone directory for 
the address of your local shop.” 


A half page in the Daily 
Express will spotlight the many 
functions of the Singer Sewing 
Service. 

Two-colour advertisements are 
being placed in the trade Press, 
and attractive colour brochures 
have been produced. The Press 
campaign will run until the end 
of May. 

Wilkes Bros. & Greenwood 
Lid. also arranged a Press con- 
ference, attended by representa- 
tives of the national, women’s 
and trade Press at the Connaught 
Rooms last Thursday. 


More News from the Clubs. in brief 


Publicity men could help in 
breaking down existing prejudice 
against lighter industry in 
Scotland, Alastair Revie, features 
writer with the Glasgow Evening 
News told members of the 
Publicity Club there on Friday. 

. * - 


Misses Sally Ayles, Pat Kris, 
Louise Portch, and Sylvia Wein- 
berg. and Messrs. Norman 
Groome and Frank Hughes- 
Freeland, of the Publicity Club 
of London. took part in a “We 
Beg To Differ” discussion at the 
Aldwych Club on Monday. Col. 
George Warden presided. 

. - * 


The annual public speaking 
competition organised by the 
Publicity Club of Leeds will take 
place on April 23 in the lecture 
hall of The Leeds and County 
Conservative Club. 


Annual general meeting of the 
Regent Advertising Club will be 
on May 2. 

* * * 


Judges for the Glasgow Club’s 
Campbell Humphreys essay com- 
petition will be Robert Wylie 
(Aird & Coghill Ltd.); John R. 
Crossland (Wm. Collins, Sons & 
Co., Ltd.); and D. Lindsay Young 
(Watson-Brown Advertising Ltd.). 

* * * 


Many advertisers show little 
inclination to use photography. 
Mr. E. R. Mottershaw, director, 
Photo Finishers (Sheffield) Ltd.. 
told the Publicity Club of 
Sheffield. 

In spite of difficulties due to 
small space, many advertisements 
in periodicals and magazines 
could be made far more effective 
by good photographic illustra- 
tions. 


WALSALL JN 
WONDE RLAND 


Ti! someone whispered Lithembos— 


Dee uses seals thas sel" 


Lum tried them too, now smiles because 


his trade has grown as well 


> 


Lithembos seals are printed or em- 
bossed on paper and on metal. Write 
for free samples and see for yourself 
their glowing elegance. 


WALSALL LITHOGRAPHIC CO. LTD. 
MIDLAND ROAD, WALSALL 


4 and 29. LUOGATE Hill. LONDON, E.C.4. 


Wi ustrations after Sir john Tennie!l by permission Wa't Disney-Mickey Mouse Ltd 
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For a superior finish on showcards and other 
printed matter,use 

*“MORANE’ HEAT SEALING 

| TRANSPARENT PLASTIC MATERIAL 


Can be fixed with a small press at your own or 
| at your printer's premises. 


"MORANE? 
| 


Demonstrations by appointment only. 


Full details from : 
MORANE PLASTIC CO. LTD. 
21 Woodthorpe Road, Ashford, Middlesex 


Day — Day out 
Our Sites inform 


Your Public. 


PADDINGTON anata 


Sve TON ADVERTISING COMPANY 
37 SPRING STREET. W.2 


EXHIBITION STANDS AND DESIGN 
DISPLAYS OF QUALITY PHOTOGRAPHY 
DISPLAY 


T. ROBINSON). 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, S.W.II 
Tel. Nos. Battersea 5300 & 4886 


EXHIBITION 
SILK SCREEP 


Replicards Ltd 


RENART 407-409 

HORNSEY ROAD 

STUDIO LTD HOLLOWAY 

LONDON N.1I9 

EALING 3362 ARC: 1178 & 3469 
eo 4644 


SCREEN PRINTING 


-AUTOTYPE TOTYPE + 


dee 


Photographic Enlargements 
in all sizes up to 80 sq. fe. in one piece 


The Autotype Co. Led., Brownlow 
London, W.13 EALing ae. $ 
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New Companies 


Masius & Fergusson Ltd., 40 Berkcley 
Square, W.1. To emer imto an agreement 
with Masius Holdings Ltd., and Fredk. G. 
Cock, and to carry on business of adver- 
tising agents. Nominal capital: £15,000. 
Directors: L Masius, F. G Sock 
and J. W. Hackett 

Edwin Self & Co, Ltd., 42. Grays Inn 


Road, W.C.2.  Proprctors and publishers 
of newspapers, journals magazines. 
Nominal capital: £1,000 Director ; 
E Sel 


Progress Signs Lid., 30 Addiscombe 
Grove, Croydon, Surrey. Manufac:urers 
of signs, advertising display materials. 
Nominal capital: £100 Directors: P. 


Nominal capital: £100. 
Layens, Florrie Marks 

. (Pub ications) Ltd., The 
Broadstairs, Kent Nominal 
capital £1,000. Directors J ‘ 
pg opher and Rosemary B. Chr'sto- 


= Murray (Publ/shers) Ltd. Norsinal 
capital: £200. Directors: Sir Murray 
and J. A. R. G. Murray 

Gift Novelties Ltd. 29 Buckingham 
Street, Strand, W.C.2 To take over 
business of Prestige Advertising Company 
carred on at Callard House, 74a Regent 
Street, W.1, and to carry on business of 
advertising gift novelties specialists. 
Nominal capital: £5.000 Subscribers : 
L. Randolph and Gloria f 

Artwoocs (Displays) veaand 
Road, Wallington Surr 
capital £100 Directors: A Dormer, 
Ww ; McKernon, J. E. H, Beresford and 

cwis 

Pathfinaer Press Ltd., 77 Carter Lane, 
C.4. To take over the bus ness of the 
Pathfinder Press. and to edit, print and 
publish the World Christian Digest. 
Nominal! capital £5,000 Directors: 
R. H. de Pemberton and Margaret C. de 
Pemberton 

(The «ahbove-men, oned particulars of 
recently registered are 


by Jordan and Sons, Ltd.. Company 


Registration Agents 116 Chancery Lane, 
emeaasaite don, wep 
WILLS — 

Lrt.-CoL Perer BRIAN ALEXANDER 
Geeve, of The Manse, Cavend sh 


Suffolk, journalist and author, managing 
director, Globe News Agency of India. 
left estate in Great Britain valued at 


RICHARDSON, of 2 
Winchmore Hill, 
former advertisement director Provincial 
Newspapers Ltd, left £40971 gross, 
£40,822 net value He left £500 to 
the National Advertising Benevolent 
Societv, and a beneficiary under the will 
is his nephew, Kenneth W. Richardson, 
edverlisement manager 
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Legal and Gazette 


Tuomas Marruew Lyon, of Rowallan 
Drive, Kilmarnock. editor of the Kilmar- 
nock Standard since 1939, and associated 
with that paper for 49 years, left per- 
sonal estate in ae and Scotland 
valued at £9,521 18s 

ALOYSIUS Mary 3 of Farnagh 
Cottage, Co. Longford, managing director 
of the Longford Printing and Pub! shing 
Co. (1930) Lid. and cditor of the 
Longford Leader, \cft estate in England 
and the Republic of Ireland valued at 
£19,698 4s. 4d. 


COMPANIES WINDING-UP 


The first meeting of creditors of 
Artuur J. Owen Lrp., Hatton House, 
Hatton Garden, E.C.1, 
133-136 High Holborn, W.C.1, 
ising contractors and agents, was held 
at the Board of Trade Offices, Inveresk 
House, W.C.2, when the Official Receiver 
reported the winding-up order was 
made on February 12 

The company was formed in March 
1924, with a nominal capial of £1,500, 
all issued. In or about May 1950, the 
company appeared to experience diffi- 
culty in paying its liabilities and later 
execution was levied by four creditors. 
The bulk of the company cffects were 
sold by the Sheriff and realised £215 net 
which just satisfied the claims of the 
four creditors. It had been sated that 
the company was svecessful and until 
1946 turnover had averaged about 
£20.000 per annum 

The Official Receiver further sated 
that according to not very precise 
information the assets of the company 


were worth £1,125 The liabilities 
amounted to about £5,000 which were 
mainiy duc © trade creditors. No 


resolution was passed and the matter 
was left in the hands of the Official 
Receiver as liquidator 


DISSOLUTION OF PARTNERSHIP 

Rosert O'Nent MONTGOMERY and 
Francis GEOrFREY RIVERSDALE WINSTONE 
Scott, trading as “The Young Briton.” 
publishers, Great Russell Street, London 

Douctas Cecit Gorvon and Dovuctas 
Donato, trading as Doug'as Scud os, 
Swan Street. Torquay, Devon, commer- 
cial artists and designers and scenic and 
display artists 


BANKRUPTCY PROCEEDINGS 

Wacrer Haroip Situ, Cliff Town 
Terrace, Cliff Town Parade, Southe.d-on- 
Sea, printer. Public examination April 26 


at Petty Sessions House, Alexandra 
Sireet, Southend-on-Sea. 
Perer James Mcintyre, Riverside 


Close, Staines, Middlesex, lately carrying 
on business at Wendover Road, Staines 
Printer Public examination May 23 at 
the Court House, St. Leonards Road, 
Windsor 


OBITUARY 
E. E. Hopewell 


Mr. Eustace Edwin Hopewe!l, 
chairman of directors, Rugby 
Advertiser Lid., for the past 
eleven years and connected with 
the firm for 75 years, died at 
Rugby last Thursday, aged 91. 
Son of the son-in-law of the 
founder (William Ironside Tait, 
1846), he joined the firm at the 
age of 16. In 1887 he was 
appointed manager, remaining in 
~_ position until he retired in 


J. J. Teklenburg 


Mr. “Teck,” as he was known 
in the City of London, died last 
week, at his home in Balham, 
aged 73. 

He was a Freeman of Amster- 
dam, where he was born. 

As a lithographic artist, he 
travelled through Germany and 
later to England. where he 


worked, amongst other places, at 


Vauss & Crampton’s and The 
Co. where 


| Half-Tone Engraving 


he became head artist, specialis- 
ing in retouching. 

In 1917, he opened the busi- 
ness of Farringdon Studio at 65 
Farringdon Street. In 1946 this 
studio was taken ove) as a limited 
company by his old apprentice, 
. F. Harper, and A. C. Piercy. 

Although Mr. Teck retired 
from business in 1947, he still 
remained a director, specialising 
in anatomica! drawings for books. 


F. E. Brandon 


Mr. Frederick Edward 
Brandon, who was connected 
with the advertisement depart- 
ment of the Daily Sketch and, 
later, the Daily Graphic for about 
40 years, has died at Leigh-on- 
Sea, aged 63. He was in charge 
of the advertisement make-up of 
those papers. 

He started on the Standard 
and subsequently, when it was 
acquired by Hulton’s, went to 
Shoe Lane. He was later in the 
advertisement department of the 
Evening Standard, Daily Sketch 
(Daily Graphic), and Sunday 
Herald (Sunday Graphic). 
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APPOINTMENTS VACANT 


LEADING LONDON 
AGENCY 


requires 


APRIL 


|. Visualiser—to work on a 
wide variety of national 
accounts that give full scope 
for creative originality. 


2. Copy-ideas Man with a 
capacity for handling a variety 
of accounts including some of 
a technical nature. 


These two men are required to 
complete the creative team of a 
well-known agency. The younger 
man with a background of agency 
experience will find ample scope 
and good prospects. Write 
giving age, experience and salary 
required to Art Director. 


Box 1527 
Advertiser's Weekly, (80 Fleet St., E.C.4 


GOOD ALL ROUND ARTIST required, 
capable of producing high-class work 
rite salary required. 

Box 1511 Ad. Weckly 180 Fleet St EC4 
CHARTERED or Incorporated Account- 
preferably A.C.W age 30-40, 

¢ Agricultural Machinery 
manufaccurers and retaiecrs to take 
charge of costing and financia! accounts 
Experience 


in costing and commercial 
accountancy essenual Write fully in 
first instance stating education, experi- 
ence and salary required. Whitlocks, 
Great Ye'dham 
YOUNG MAN wanted to handle job 
records and 10 deal with invoices and 
production charges, working in con- 


junction with Studio and Production 
Departments Good opportunity ‘for 
keer chap about 20 years Write in 
first ins:ance giving full details of age, 
Previous business experience and sa!ary 
required to Gocbolds. General Build- 
ings, Aldwych, W.( 


EXPERIENCED SHORTHAND TYPIST 
tequired, age 19-23 for well-known 
Advertising Agency: must be quick, 
reliable and of good education and 
appearance. Apply stating age, educa- 
tion, experience and salary expecte 
Box 1520 Ad. Weekly 180 Fleet St EC4 

ASSISTANT REQUIRED in Advertise- 
ment Department of Motor and Motor 
Cycle Accessories firm in S.E. London 


Write 
Box 1538 Ad. Weekly 180 Fleet St EC4 


Opportunity 
for free lance 


TRAVEL 
ADVERTISING 
SALESMEN 


Covering holiday resorts 
to earn substantial addi- 
tional income _ selling 
outstanding 
American and European 
publications. Write 
Box 1508 
Advertiser's Weekly, 180 Fleet St., E.C.4 


space for 


RELIABLE and cmterprising young 
Account Executive or Production Man, 
wita a lew years agency expericnce, will 
be offered opporiunity to make his 
own position in London Office, 
amp'e scope and full support, if 
looks like the right man (or woman) 
Highest references aan prelim- 
inary detai's of care 
Box 1507 Ad Weekly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS | 


> APPOINTMENTS VACANT 3s. 6d. per line. APPOINTMENTS “——- 
3s, line per inch. All other classifications 4s. 
Display panel 45s. per inch. Minimum three lines. 


. Disp'ay panel 35s, 


24 letters, ignoring wr 
Additional fee of 9d. 
insertions, 5%, om 13, 10% on 26, 
seven insertions MUST BE PREPAID. 
Street, E.C.4. 


PUBLIC RELATIONS JOURNALIST 
with good newspaper and/or magazine 


experie ice Knowledge of clothing 
trade an advantage State a. experi- 
ence, education, sa'ary ask 


Box 1532 Ad. Weekly 180 Fleet St BC4 


SUPER SEC. ? 


Where is that paragon, the Perfect 
Secretary for Managing Director of 
London Agency? She may be a 
Girton girl or a “Poly” product, as 
long as she has “‘nous,”’ some Adver- 
i Sing experience, po sce and presence, 
can speak English as attractively as 
Daphne Padel and can do sborthand 
and typing at a speed to keep pace 


with the tempo of a hard-driving 
executive If you are in the top 
grade or aiming to be, and want a 


job with plenty of scope and freedom 

for expression and advancement. write 

m your OWn way. giving full particu- 
ars to M.D.W.E 


Box 1545 
Advertiser's Weekly, 180 Fleet St., E.C.4 


EDGLEY STUDIOS LIMITED, Chelten- 


ham, require first class technical artists 
and draughismen 

AN IMPORTANT GROUP of Com- 
panies manufac‘uring Commercial 
Vetictes, Diese! Engines, etc.. has an 
immediate vacancy for an assistant 


in its centralized publicity department 
situated W_ London district. The man 
chosen will be mainly required to 
assist in the production of illustrated 
Specifications, brochures and general 
sales literature Writing and layout 
ability is therefore cssential, as well as 
a good working experience of printing 
technique and reproduction processes 
A general knowledge of road transport 


vetcles and diese! engines for marine 
and indus‘rial use is desirab'e and 
some acquaintance with exhibition 


work will be regarded as an advantage 
Apply giving age, full details and 
Suggested salary to 

Box 1533 Ad. Weekly 180 Fleet St BC4 


FIRST CLASS RETOUCHING 
ARTIST REQUIRED 
Capable Figure and General 
Work. 
Permanency. Holiday this year. 
374 Hour Week. 

Write full details to 


Box 1506 
Advertiser's Weekly, 180 Fleet St., E.C.4 


PRINTING AND PUBLISHING. 
cuciion executive required for 
London publishers with a wide 
ot products Intimate 


Pro- 
large 
range 
knowledge ail 
market Must 
maintain busy schedule 
Price and quality conscious 
about 30 preferred Per- 
manent Drogressive — omy Write 
fullest particulars. sala 

Box 1537 Ad. Week'y 1180 Fleet St BC4 


CONTACT MAN OFFERED 
DIRECTORSHIP 


Small but competent London Agency 
wishing to extend its interests offers 
directorshiptocontact man with modest 
connections and high aspirations. He 
will be among enthusiastic and capable 
colleagues who will give him vigorous 
and talented support. Investment not 
essential. Strict confidence will be 


observed. 
Box 1504 
Advertiser's Weekly, 180 Fleet St., E.C.4 


executive 


Box number counts as one line and is to be paid for. 

is charged for use of Box Office. 

and 15% 

Address: “‘Advert’ser’s Weekly,” 
"Phone Chancery 8844. 


APPOINTMENTS VACANT © 


REPRESENTATIVE required with good 
connections for art-work — 
opportunity for sui" able ma 
Box 1534 Ad. Weckly 180 Fleet St ECS 


*Phone your Classifieds to CHA 8844 (Ex 23) 


ADVERTISER'S WEEKLY 


> . 
Each line consists of average of Unusual Opportunity 
FOR YOUNG MAN 

+d There is an interesting 
the advertisement departmem of a 
well-known firm of magazine pub- 
lishers for a young man who has 
completed his National Service. He 
should be familiar with methods of 
Printing and reproduction, and be able 
to keep close and accurate records of 
work in progress. He will be trained 
him for the position of per- 
assisiamt to an Advertisement 
Manager 

Write in strict confidence giving details 
of age, education, experience and 
salary required to 


opening in 


MARKETING 
and 


PLANNING MANAGER 


Box 1269 
Advertiser's Weekly, 180 Fleet St., E.C.4 
required for Engineering 


Company in Manchester. SPACE SALESMEN required to take 

4 over existing Golf Club contracts. 
Candidates should be be- Excellent media. Salary, Commission 
tween 35-45 years of age and and expenses. Write with references to 


Box 1503 Ad. Weekly 180 Fleet St BC4 
WANTED by Advertising Agency, young 

lady able to type, good at figures and 

preferably with a of advertis- 

ing space accow 

Box 1512 Ad Weekly 180 Fleet St BC4 


REQUIRED BY WELL-KNOWN 
firm of Advertising Contractors, 
two really first-class men for the 
purpose of travelling the country 
with a view to obtaining advertising 


should be holders of 
recognised qualifications or 
University degree. 


Duties include study of 
market information and pre- 
paration of sales campaigns. 
Actual experience in this 
class of work essential. 
Salary £1,000 per annum 


concessions such as Official Town 
, plus bonus. Guides and Handbooks, etc. Good 
i Box 1526 salary, c and 


Advertiser's Weekly, 180 Fleet St., E.C.4 Only men with good experience in 
this work need apply to 
Box I4!1 
Advertiser's Weekly, 180 Fleet Sc. E.C.4 


MALE CLERK required for trade journal 
publishers. Must be conscientious and 
accurate, an interesting and progressive 


post for reliab’e young man, with 

experience lyping essential Write FIRST-CLASS experienced space sales- 
fully giving details of present post, age man (cither sex), required by trade 
etc. Our staff are aware of this journal. Write fully and in confi- 
advertisement, 


dence to r x 
Pox 1517 Ad. Weekly 180 Fleet St BC4 Box 1539 Ad. Weekly 180 Fleet St EC4 


The London Press 
Exchange 


1S LOOKING FOR A 


VISUALISER 


—experienced, competent, and something more. A 
man who can put life and character into the figure 
work in his roughs—and strength and individuality 
into his visuals. One who can with logic and 
ingenuity help to build an advertisement or a cam- 
paign from a phrase or a line of thought. In short, 
a talented man with a sound understanding of 
advertising and an unmistakable flair for it. Such 


questions as age and salary are wide open 


Apply by letter, marked ‘Personal,’ to 


TEAM LEADER “B,” 110 ST. MARTIN'S LANE, W.C.2. 
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| CLASSIFIED ADVERTISEMENTS 
BUSY DEPARTMENT | | 
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APPOINTMENTS VACANT 


| 
YOUNG MAN required as Production ASSISTANT to Commercial Director and | LAYOU ¥ 
IN L.P E | Assistant in West End Store. Experi- Secretary wanted for London Advertis- | 
oF ele | ence .m Layout and Typography ing Agency. State age, experience and | 
essential. Apply, with full details, to present sal 


1S LOOKING FOR 


A BUSY YOUNG MAN 


Strengthen group handling a 
Our Mechanical Produce | | | THE A.A. LLLP.A., and 1.S.M.A. ASSISTANT | | lane national account.  Appli- 
; EXAMINATIONS | cants must have had five years” 
tion Department needs a . wanted for London Office of agency experience, and a lively 
| ; i d fresh but not eccentric 

oung man with some | | are offered a coaching service well-known Agency. Must be an 
_— | | which has won remarkable capable of handling adaptations ee ee ee ee 


knowledge of process 


block ; ; and all mechanicals ; this implies in addition to good looking 
DIOCKS, typesetting, copy centage of the A.A. Diplomas practical experience of a general pencil roughs, more finished 
instructions, etc. An awarded in recent years and character—preferably with small hema dl a a 
. * . . . . ured, 
interesting active job. 1.S.M.A's Pickup Medal in 1944, or medium-sized agencies—and i RES REE a ae 
: s _ A 
Please write giving age & 1946 and 1948. } also offer a working knowledge of typo- BE SECOND IN STATUS TO GROUP 
experience, to Manager, non-examination Courses, both graphy and process engraving. ART DIRECTOR, AND A PROGRES- 


Production Department, 


LONDON PRESS EXCHANGE 
0 St. Martin’s Lane, WC2 


MANUFACTURERS of Carbon Papers, 


Box 1528 Ad. Weekly 180 Fleet St EC4 


ary 
Box 1465 Ad. Weekly 180 Ficet St EC4 


CANDIDATES FOR 


successes, including a large per- 


comprehensive and specialised, 
in modern Advertising, Sales- 
manship, and Sales Management. 
Send for our 28-page booklet 
““Advertising’’ or ‘‘Salesman- 
ship and Sales Management’ (36 
pages). Each is packed with 
practical information. They are 


LAYOUT | PRODUCTION 


Ability to execute layouts for 
submission to client is also 
desirable. Salary according to 
ability—now, and as progress is 
made in the job. This is a good 
Opportunity to join an expand- 
ing organisation. Apply in first 
place, to General Manager, 


A London Agency requires to 


competent work is expected and, 


SIVE FUTURE CAN BE ASSURED TO 
THE RIGHT MAN. 


Write, giving full particulars to 


Box 1543 
Advertiser's Weekly, 180 Fieet Sc., E.C.4 


LAYOUT MAN, 


good sense of typo- 


Typewriter Ribbons and other office ili j ivi wy graphy essential, required immediately 
supplies require a young man with free. So are the willing services giving age and comprehensive for organisation specialising in the pro- 
some knowledge of advertising and of our Advisory Department. details of experience to duction ot technical {catalogues an 
typography for newly opened Advertis- other publicity matter for the building 
 hedy Department Duties will include INTERNATIONAL CORRESPONDENCE . Box 1501 aad allied industries. Picase give bricf 
designing of pack, display material SCHOOLS LID., Dept. A.W. 9 Advertiser's Weekly, 180 Fleet St., E.C.4 details of experience and salary re- 
sales literature, etc Apply in confi- quired 

dence with full details and salary re- International Bidgs., Kingsway, W.C.2 All applications will be acknowledged | Box 1816 Ad. Weekly 180 Fleet St EC4 
quired, to Copigraph Ltd., Treforest 


Glamorgan 


ADVERTISEMENT REPRESENTATIVE, 


: aaa = rn . FILM DISTRIBUTORS § require Com- ARTIST, First Class Layout Artist re- young and keen, with the personality 
ADVERTISEMENT KEPRESENTATIVE mercial Artist for Publicity Depart- quired by West End Agency Only to sell high-quality publications, re- 
required to sell advertisement space ment, with a flair for designing atirac- man with previous agency experience quired at once by long-established book 
in a series of established holiday guides tive brochures, folders, press and capable of earning high salary publishing House. Commencing salary 
to hotels, ctc., on coast. Only men advertisements, and able to do finished need apply. Applicants called for inter- £8 per week, comm'ssion and expenses, 
with previous experience of this type of lettering and general art work. Agency view should bring original layouts with considerable future scope. Write 
work need apply. Car invaluable but experience preferred, Knowledge of where possible. Progressive and per- fully and in confidence to 
not essential. Generous ange vo film trade not essential for good, adapt- manent position with five-day weck Box 1549 Ad. Weekly 180 Fleet St BC4 
jag aesenes’ pe gga able min. Send full personal details Write fully, stating age, experience and SPACE SALESMAN; outdoor advertis- 


ceferences, to : 
Box 1498 Ad. Weckly 180 Fleet St EC4 


and state salary required 
Box 15483 Ad, Weekly 180 Fleet St EC4 


salary required to 
Box 1519 Ad, Weekly 180 Fleet St EC4 


ing; details experience, age, references. 
Box 1487 Ad. Weekly 180 Fleet St EC4 


OPPORTUNITY FOR 


A FIRST CLASS 
ADVERTISING MAN 


A vacancy will shortly occur in one of Ireland's largest 
agencies for an experienced Executive. The man we want 
must have all-round experience in agency work, must 
be capable of writing sound (and occasionally brilliant) 
copy, must be able to prepare rough visuals, and should 


be able to 
supervision. 


service 


than specialised qualifications are required. 
around £900 p.a. is offered. Write in confidence to 


Box 1546 
Advertiser’s Weekly, 180 Fleet Street, London, E.C.4 


important 
The Agency handles many British and Irish 
campaigns of a varied nature, and therefore general rather 


in Ireland 


accounts under Board 


A salary of 


Technical Publications Department of large Engineering 
Group requires additional staff for preparation of extensive 


variety of technical literature. 


Applications for employment, 


invited from first-class :— 


(1) Technical Authors—able to initiate, visualise, write, 
and supervise the completion of Sales Brochures and 
Instructional Literature on technical subjects. 
Electrical or aircraft engineering training and previous 
experience of this class of work is essential. 


(2 


~ 


(3) 


Technical Artists—able to prepare sectioned per- 
spective drawings from blue prints, and preferably 
also work them up for half-tone reproduction. 


Layout Artists—able to design covers and produce 
page by page layout of entire contents of Leaflets, 


Brochures and Manuals. 


(4 


— 


(5) 


Write, giving full details of experience and salary expected 
and quoting ref. 495, to Central Personnel Services, 


ENGLISH ELECTRIC CO., LTD. 
24 30 Gillingham Street, London, S.W.| 


Retouchers—able to work up half-tones from outline 
drawings andlor experienced in precise retouching of 
engineering photographs. 


Production Clerk—able to arrange and progress 
printing and issue of publications. Will be required to 
segregate costs and supervise stocks and filing of 
returned art work and blocks, etc. 


in West London, are 


LC... 


’Phone your Classifieds to CHA 8844 (Ex 23) 
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PPOINTMENTS VACANT 


HARRODS 


invite applications for the 
following two positions in 
their Advertising Department: 


Senior Production Man 


The man we are looking for 
should be under 35 years of 
age and have had previous 
experience in a Store, 
although this is not essential. 
He must have a thorough 
knowledge of production 
methods and routine, possess 
initiative and drive, and be 
capable of supervising all the 
production work of the 
department. 


Junior Copywriter 


This is an opportunity for a 
young woman with some 
previous experience of fashion 
and general copy. She must 
be anxious to learn, adaptable 
and — above all else — 
enthusiastic. 


Write in the first instance, ip 
confidence, to the Staff 
Manager, Harrods Ltd, 
London, S.W.1, giving full 
details of previous experience 
and salary required. 


* 
. 


TECHNICAL ILLUSTRATORS, Artists 
Or draughtsmen fully capable of making 
perspective drawings of aircraft parts, 
systems, etc., in line for reproduction 
Familiarity with engineering drawings 


writing to ne 
Fairey Aviation Co. Ltd, 


TECHNICAL WRITER 
Gloucestershire. Experiecoce in 
Mechanical and Electrical technical 
writing and practical and theoretical 


required in 


knowledge. Apply with full details of 
experience, qualifications, age and 
salary required to Box AC 6/1011. 
Samson Clarks, 57/61 Mortimer Sureet, 


SALES REPRESENTATIVE for Mid- 
lands tequired by large Display and 
Exhibition organisation. Must have 
recent experienc: in selling exhibition 
stands. displays and siik-screen print- 
ing. Salary, expenses a’ commission. 
Superannuation scheme, Write giving 
full — which will be treated in con- 
fidence 10 Rex Publicity Service Ltd., 

131/134 New Bond Street, W.1. 


JUNIOR ASSISTANT 
TO ART BUYER 


Previous experience useful 
but not a nécessity. Good 
opportunity for right girl 
who should be interested in 
art but is not an artist. 
Write in first instance to 
Art Director, 


Graham & Gillies Ltd., 
37, Golden Square, W.|. 


SPICERS LTD.. 
M to be responsible for Pubii- 
city and Production Design. 
tions in writing to_ the Secretary, 19 
New Bridge Street, E.C.4. a 

PRODUCTION MAN wanted. Salary 
according to age and experience, Write 

giving full details 

Director, a 
Lid.. Kingsway Hall, W.C.2. 

— Commercial Studio (London) 

round general 

Artist capable of carning approximately 

£ per annum. Permanent position 

and five-day week. May fully stat- 
ing age, end Wee ctc., to 

Box 1518 Ad, Weekly 180 Fleet St BC4 


require Advertising 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


ADVERTISING PRODUCTION AS- 
SISTANT—-Young man in early 
twenties required to work on interesting 
National and Trade Press Accounts. 
Previous experience absolutely essential 


Write: Clifford Martin Ltd., Piccadilly 
House, 33 Regent Street, London, 
Bo fe eae 
REPRESENTATIVE for g00d class 
weekly. Young and nes. 
Some experience prefcrabic der 


Secretary, British Perodicals Lid 
Chancery Lane, W.C.2 


APPOINTMENTS WANTED 


YOUNG LADY requires job in Media 
Department. Three years’ experience 
assistant to Media Manager in small 
agency. Accurate typist rite 
Box 1509 Ad. Weekly 180 Fleet St EC4 

POSITION as understudy to Agency 
oe required by layout/copy man 


— 1523 Ad, Weekly 180 Fleet St BC4 


EXECUTIVE 
Advertising Manager of large manufac- 
turing Group desires change—either to 
London firm or Technical Agency. 
Practical works training; specialist 
knowledge several subjects including 
aeronautics; all-round, home and export 
advertising experience. Write 


1505 
Advertiser's Weekly, 180 Fleet St., E.C.4 


APPOINTMENTS WANTED 


YOUNG ALL-ROUNDER 
Young man, 34 years’ agency experi- 
ence, 2 years assistant production 
manager, 1 year copywriter ideas 
™an, clicmt comiact experience, very 
good knowledge of blocks and print, 
good photographer, some +7: 


ex-public school, matric., age 21, 
ideas, cothusiasm — ‘odeninistrative 
ability, seeks tion with good 


salary. Particularly interested in job 


anywhere abroad, or handling adver- 
tising for firm, or as junior account 
exe cutive London Area Some 
details in first instance much 


appreciated. 
y 


Weekly, 180 Fleet St., €.C4 


sub.ccts. secks job 

Fam.ly accommodation cequired 

Box 1500 Ad. Weekly 180 Fleet St BC4 
JUNIOR ARTIST requires first position 

in good studio or agency. Four years’ 


RETOUCHER specialising in ———~ 
with prospects. 


commercial art course. Age 20. Miss 
Gillian Terry, 33 River Mount, 
Walton-on-Thames. Tel.: 3350. 


ADVERTISING MAN, 15 years’ general 


Artwork, Typography, Production, 
Trade and Technical Publicity 
Engineering experience cks senior 
post anufacturers, Agents or 
Publishers. 


aox 1530 Ad. Weekly 180 Fleet St EC4 


YOUNG DISPLAY AND EXHIBITION 
WORKS M AGER well versed in 


bevins. contin. construction and 


ALP. — DESIRES A NEW APPOINT- 
MENT. Key man (26), is seeking an 
executive post with an agency where 
initiative, administrative ability, a keen 
critical faculty, and a flair for writing 
sound, commonsense copy are an ad- 
vantage Public school education, 
enginecring diploma, wide experience of 
top level handling of a large variety of 
accounts. both national and technical, 
and a compicte knowledge of all aspects 
of agency routine are a the 
assets which he has to o 
Box 1529 Ad. Weekly 180 Ficet St BC4 

SHEFFIELD CHESTERFIELD. — Tech- 
nical Publicist (37), with wide indus- 
trial connections, seeks executive 
appointment in this area. Trained 
enginecr. artist, writer and salesman. 
20 years’ experience in design and pro- 
duction of high level press, catalogue, 
journal! and exhibition material 
Accounts executive —— man- 
agership. liaison or space-sale 
Box 1524 Ad. Weekly 180 Flect St EC4 


Typographer with many 
years of practical exper- 
ience in styling and 
design seeks position 
with industrial concern 
outside London, Essex or 
Herts. 


Box 1544 
Advertiser's Weekly, 180 Fleet St., E.C.4 


SHORTHAND-TYPISTS. Private Secre- 
taries, Clerks. etc. If you are in urgent 


How ° 
(WHltehall 5924). We specialise in 
efficient_ personnel. 
YOUNG LADY, 2i, 
Advertising Agency, (No agency experi- 
ence), 5 years’ lettering, layout, and 
display. SEEAR, 18, Manor Way, 
South Croydon. 


ARTIST - DESIGNER 


Versatile, top-line, creative designer 
with a growing reputation, an experi- 
enced Art Director and an all round 
advertising man, secks an agency 
appointment with a future. 


seeks position in 


Box 1547 
Advertiser's Weekly, 180 Fleet St., E.C.4 


RETOUCHER: secks change, Figure and 


ge % 
Box 1510 Ad. Weekly 180 Ficet St EC4 


reeks position with aged 
or Publicity’ Department £520 
Box 1531 Weekly 180 Fleet St “pcs 
YOUNG PRODUCTION MAN, 7 years’ 
experience, seeks post. Available 
immediately 
Box 1499 Ad. Weekly 180 Fleet St BC4 


CREATIVE LAYOUT ARTIST/VISUALISER 
(29), Agency experience, seeks post 
offering wider scope in London Area. 
Able to produce lively and original 
work with a high degree of finish for 
presentation to client. Strong design 
sense and illustrative flair—illustration 


taken to —< m mens where 
pe sen 

sar’s Weekly. "700 Fleet St., E.C4 
YOUNG STUDENT of advertising 


desires good practical experience with 
— or advertising department. 


Bon. 1435 5 Ad. Weekly 180 Fleet St BC4 
WHO'LL young, ambitious 
journalist imto Publicity or P.R. post? 
Have had Fieet Street, and Provincial 
experience as general reporter; feature, 
parliamentary; gossip, industrial, 
entertainment writer; critic; 
man; sub. Fluent French, German. 
Box 1522 Ad. Weekly 180 Fleet St BC4 
VEISUALISER LAYOUT ARTIST 1i 
years experience, desirous progressive 
position in ——— Agency, good 
knowledge typo 
Box 1536 Ad. Weekly 1 180 Ficet St EC4 
LAYOUT IDEAS ARTIST 35). with 
agency experience. ye © eee in 
London or Leicester Age: 
_ Box 1540 Ad. Weekly 180. Ficet St bC4 
SPACE BUYER: Young woman 24, 


competent shorthand Opis puiew 
ger in London or Mid 
_ Box 1541 Ad. Weekly 180° Fleet St EC4 
PUBLICITY —Experienced writer offers 
Mexican anJ/or Sentral American 
coverage. Retainer basi 


EZA, 
Aurcliano Rivera 4, Mesico 20, D.F. 


FREE LANCE SERVICES 


LETTERING and General Artist requires 
rt- 1508 wor 
x 1525 Ad. Weekly 180 Fleet St EC4 


DOES. ADVERTISING PAY? That's 
vertisement will prove 
} — It will prove whether some- 


body wants a man, chock full of ideas, 
writing ability, and boundless 
enthusiasm, (Permanent or Freelance) 
_ Box 1502 Ad. Weekly 180 Fleet St BC4 
TECHNICAL ILLUSTRATION for fe- 
—y ~ & Exploded 


Draw prepared 
from bi ueprints under quai valitied, tect — 
cal supervision. E. 

58 Croydon Road, Macck LB, Kent. 
_ BECkenham 30900 0° 
ag a ARTIST, experienced in 
and shoe drawing, mechanical 

i oad lettering. seeks good 
connections. Prompt service guaranteed. 
Box 909 Ad. Weekly 180 Fleet St BC4 


*Phone your Classifieds to CHA 8844 (Ex 


ADVERTISER'S WEEKLY 


REE LANCE SERVICES 


MODELLING AND CARVING, free 
lance work, Experienced artist im 
plaster, alabaster, wood and stone. 
Photographs available on interview. 

__ Box 1495 Ad. Weekly 180 Fleet St BC4 

wa experience, 


Box EH) Ad. Weekly 180 Fleet St EC4 
. (CIAL ARTIST requires process 
work wiles. tone and colour), lettering 
Specialist. Finished work from 


colour roughs. 
Box 233 Ad. Weekly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 


AMERA TALKS (Photographers): 
Specialists in Educational Film Strip 
Production. 23 Denmark Place, Lon- 
Tem, Bar 1828. 


__ don, W.C.2 

FOR ALL commercial art, phone MUS 
7181 W. Partridge, 23 Bloomsbury 

_ Square. W.C.1. 

BOND STREET and Services. 
Approximately 8s. weekly. Miss Kiff, 
11 Old Bond Street, W.1. GRO 2805. 


SHOW CARDS, CUT-OUTS, 


CARILLON PRESS LTD. 


Fine_ Colour Printers, i 
Telephone: Boscombe 36835 4 
London Office: 98 Bride Lane E.C.4. | 


Phone CENtral 1740 


Box 1535 Ad. Weekly 180° Fleet St EC47 


ACCOMMODATION 


SMALL FURNISHED OFFICE, W.C.2. 
£2 per week including ge i 
__extension telephone. TE! _g 

STRAND. 700 ft. very light os re 
decorated, £375 p.a. incl. FLA 9854. 


MISCELLANEOUS 


YEALM HOTEL, Newton 
Ferrars, S. Devon. (Tel.: 257). Shel- 
tered and Sunny position overlooking 
harbour in _" Devon's famous beauty 
spot. Charming combination of SEA, 
RIVER AND COUNTRY. 

Bathing, Sailing, Fishing, 
Riding. Fully Licensed. 


SALES AND WANTS 


ENVELOPES for saie—1,000,000 — 


bags, ‘ize in. x 4) in. ps 
ungummed good quality. Suitable 
for direc: mai! afvertising. Samples 


and pr.ce on request to 
_ Box 1513 Ad. Weckly 180 Fleet St BC4 


~ SALE Gesictner Duplicating 
Machine, Model No. 66, purchased in 
May 1948, in very soon condition 


Manually operated and capable of re- 
roducing in standard sizes up to 
ge ° as in black only. Price 
Box 15217 re Weekly 180 Fleet St BC4 


PRINTERS 


VARITYPER SETTING! ne 

ing Machine/also forcign a . 
technical. mathematical, layou 

ing. Quick delivery by ROLL PRIN 

200 High Holborn, Tel.: HO 


SPECIAL ANNOUNCEMENTS 


See March 22 issue of Advertiser's 
Weekly, pages 526 and 527 for 
the Advertising Services & 
Supplies Section. April 19 will 
be the next issue containing 
these services. 
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ADVERTISER'S WEEKLY 


FOSH 


Telegrams :—PRINTRADE, LONDON. 


a 


re 


Advertiser's 
Weekly 


PRINTEGRITY 
THE PRINTING SERVICE WE OFFER 


IS THE ESSENCE OF 


—craftsmanly integrity in the production of 
Letterpress and Lithographic printing. Business 
integrity-the reputation for keeping a promise 
and respecting a confidence. 


Here every aid is yours :~Process Engraving, 
Stereotyping, Deep-etched Offset, Bronzing, 


Embossing, Folding, Stitching and Finishing. 


Send us your enquiries. You will not be 


disappointed. 


CROSS LTD., 80-92 MANSELL STREET, LONDON, E.! 


Telephone :—ROYAL 1731 (10 lines) 


Tuurspay, Aprit 5, 1951 


les 
i 


55/- (overseas) 


STOP PRESS 


LOCAL WEEKLIES 
GET ELECTION 
‘BONUS’ 


Extra allowance ne 
authorised for 


publication —_. 
material only 
quota of XK .. M_. 


PRESS TEAM OFF 
TO U.S.A. 


Team of 20 newspaper 

rietors leaves to-morrow ( 

y) under Newspaper Society 
auspices on five weeks’ visit 
United States to examine 
editorial oe : 
methods. atte 
iy 


Rr vork, 
PRINT PEACE PLAN 


Basis of agreement for con- 
sideration by both sides reached 
between Master Printers and 


, ¥- ~~ News- 
jiation in 


provide for increase in basic 
rate for craftsmen of lis. 6d. in 
London 12s. 6d. in provinces, 
for more apprentices including 
late entrants, and adjustable 
cost of living bonus, Agreement 
would stabilise print industry 
for five — No agreement yet 
reached discussions with 
a and Natsopa 


Combined advertising scheme 
— mended to local authorities 
diphtheria campaign. ee 
advertising ink with 
ew, 16-sheet posters ‘s 4° 

displayed on 5,035 sites. Radio, 
cinema co-operation sought for 
publicity. 


New officers of Institute of 
Incorporated Practitioners in 
Advertising: President—H_ A. 

hton; vice-presidents—Hugh 

; aoe (retiring oe — 

id Vernon, rman 
hon. 
hon. 


Moore; pan ML, Cc. 
—R. 


Sykes; 


A. G. Stosie, founder and late 
Geoaer. —" Ad- 


died 
yesterday (Wednesday ) aged 80. 


Published roprietors, BUSINESS PUBLICATIONS, Lrd., 
oe 5, 1951. Printed in England by Staples Printers "Limited at their Great Titchfield Street, London, cubiichenant. 


at their office at 180 Fleet Street, 


London, E.CA. 


(Phone 


Chancery 6844.) 
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